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The WASHINGTON FROGIL line-up of Down-Draft, Hot-Blast Oil 
Burning Heaters will start the kind of Hit Parade that you will 
applaud. The appearance of these eight models—their distinctive 
features and unusual performance will attract a parade of buyers 


into your store. 


The WASHINGTON FROGIL line will earn and hold a leading posi- 
tion in your Parade of profits. 


Write today for information about this beautiful line-up. You will 
want to know all about the Down-Draft, Hot-Blast Combustion, 
the “Insta-Liter", the Lifetime Stainless Steel Burner, and other 


exclusive advantages. 


GRAY & DUDLEY COMPANY 


Established 1862 
NASHVILLE, TENNESSEE 


oi 


| 
“4 y 


Wd) ta 


mn 


Editorial Index - Page 1! Advertising Index - Page 80 











You Want Trade Acceptance 


Ne F2¢ “ Sy This Combination 
Will Give You That 
and Ofher Help Too 


NE thing about a Wooster Foss-Set 
O Brush worthy of noting is that the 
man who uses it and the man who buys 
it are uniformly consistent in voicing 
their praise of it. The one speaks about 
the ease of flow and balance of construc- 
tion, causing less fatigue at the close of 
the day; the other is proud of his pur- 
chase because the extra mileage really 
means lower brush cost. To their minds, 
there is no substitute for Wooster qual- 
ity. Dealers of Wooster Foss-Set Brushes 
are fortunate to have the one man’s high 
opinion and the other man’s trade. .. It 


2” ifs, ‘ 
tee, |i ite worth painting means repeat business at a lower cost 


id its worth | 
per sale. 

The Wooster Trio have spared no effort 
to serve dealers every where. If you have 
never investigated the Wooster con- 
densed line, comprising 26 of the fastest- 
selling brushes, you have missed some 
easy profits. Your Wooster-Jobber Sales- 
man will be glad to explain how Wooster 
COUNTER or TABLE DISPLAY No. 30 helps dealers in “point-of-sale” merchan- 


A colorful attention- getting brush display * os : . ° 
for either counter or table. Holds 15 of the dising and assists with other selling aids. 


most frequently requested Wooster Brushes. 
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THE WOOSTER BRUSH CO. * WOOSTER, OHIO My 4 as 
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“SILVER SIX” 


SALES Stars — that’s what you’re seeing! 


Only a few months old, the “Silver Six” are already the 
leading sellers in the padlock field. And no wonder! They 
have looks—strikingly modern, with rustproof metal cases 
finished in baked aluminum. They have quality—the highest IMPORTANT! 
in their price range, from 25¢ to $1.00. And they are made Sant antes TAER tooo 
by YALE. ip ing to announce a special 
Add to all that, large space Saturday Evening Post advertis- 

ing, plus an eye-compelling merchandiser board —and you COMBINATION 
have the story that is selling the “Silver-Six”. PADLOCK DEAL 
Check your “Silver-Six” stock today. It may save you a lost Look for it. 
sale tomorrow. SOLD THROUGH JOBBERS ONLY. 


THE NAME YALE HELPS MAKE THE SALE 


Visit YALE at the New York World's Fair. Main Exhibit, Hall of Industry and Metals 
Building, near Trylon and Perisphere. Other displays are in the Home Building Center. 





¢ 1940 N.Y.W.F. 


THE YALE & TOWNE Stameogo conn. vu. s. 
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Hand tools can be made lighter, more 
compact by utilizing steels containing 
Nickel. Nickel helps each ounce, each 
inch of metal withstand heavier loads 
and harder shocks. These heavy duty 
“Bernard” pliers and nippers are pro- 
duced by Wm. Schollhorn Co., New 
Haven, from Nickel-Chromium steel. 


Every knock is another boost for dinging and 
ball pean hammers forged from Nickel alloy 
steels by the Plomb Tool Co., Los Angeles. 
Nickel improves the physical properties of 
steel thereby preventing spalling, breakage or 
other evidences of brittleness in these hammers. 


THE INTERNATIONAL NICKEL COMPANY, INC. 


4 


Tue use of Nickel alloy steels for hand 
tools is indicated wherever there is 
need for high strength and toughness 
combined with light weight, improved 
wear and fatigue resistance, high im- 
pact strength or better ductility. They 
are recommended for such tools as 
wrenches, hammers, chisels, screw- 
drivers, wood working tools, pliers. 
nippers, rivet sets, saws, knives, 
punches and lifting jacks. For further 
information regarding these applica- 
tions, write for copy of our booklet 


} “Nickel Alloy Steels for Hand Tools”. 









Testing Nickel-molyb- 
denum steel wrenches in 
the laboratories of Bridge- 
ort Hardware Mfg. Co., 

ridgeport, Conn., proved 
that plain steel bolt heads 
twist off before Nickel alloy 
steel wrench jaws strip or 
shanks deform. These 
Nickel - molybdenum 
wrenches withstood torsion 
loads about 35% higher 
than similar wrenches 
made of other steels. 


67 WALL STREET 
NEW YORK, N. Y. 
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“OF COURSE THE STANLEY 
WORKS WANTS 70 SELL 
Mme GOTIS . ww ee es 


AND SO DO YOU! 


BUT NEITHER AN INCREASE 
IN OUR SALES NOR AN IN- 


CREASE IN YOUR SALES 
WOULD ALONE JUSTIFY OUR 
‘3 BUTTS TO A DOOR’ PROGRAM 








SATISFACTION FOR THE HOME 
OWNER IS WHAT JUSTIFIES 
OUR SELLING AND YOURS 


THE STRAIGHT, TRUE HANG, AND EASY 
CLOSING OF THE DOOR. . . THE PERFECT 
AND LASTING FIT OF THE LATCH AND LOCK 
THAT CAN BE ASSURED ONLY WHEN YOU 
‘REMEMBER -3 BUTTS TO A DOOR!’” THE 
STANLEY WORKS, NEW BRITAIN, CONN. 




















; ROD CHAMBERLAIN 


























STANLEY 


Trade Mark 
REMEMBER...THREE BUTTS 
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Acme Steel Co. 

Ajax Flexible Coupling Co. 
Allis-Chalmers Mfg. Co. 
American Can Co. 

American Chain & Cable Co. 
American Gas Furnace Co. 
American Laundry Mach. Co. 
American Locomotive Co. 
Anaconda Copper Mining Co. 
Anchor Post & Fence Co. 
Appleton Electric Co. 
Armstrong Machine Works 
Atlas Lumnite Cement Co. 
Atlas Powder Co. 

Bakelite Corp. 


Baldwin Belting & Leather Co. 


Baldwin-Duckworth Div. 

Baldwin-Southwark Corp. 

W. F. & John Barnes Co. 

Bethlehem Steel Co. 

Black & Decker Mfg. Co. 

Blaw-Knox Co. 

Brown & Sharpe Mfg. Co. 

Bucyrus Erie Co. 

Bullard Co. 

Butler Mfg. Co. 

Byers Machine Co. 

Calco Chemical Co. 

Canadian Ingersoll-Rand Co. 

Canadian Westinghouse Co., 
Ltd. 

Carboloy Co., Inc. 

Carrier Corp. 

Carter Carburetor Co. 

Celluloid Corp. 

Century Electric Co. 

A. B. Chance Co. 

Chicago Bridge & Iron Co. 

Chicago Molded Products Co. 

Cincinnati Bickford Tool Co. 


Cincinnati Milling Machine Co. 


Cincinnati Shaper Co. 

Clark Controller Co. 

Cling Surface Co. 

Colgate-Palmolive-Peet Co. 

A. M. Collins Mfg. Co. 

Columbia Alkali Corp. 

Combustion Engineering Co. 

Continental-Diamond Fibre 
Co. 

Copperweld Steel Co. 

Cornell-Dubilier Elec. Corp. 

Crown Cork & Seal Co. 

Cuno Engineering Corp. 

Cutler-Hammer Inc. 

Detroit Rex Products Co. 

Diehl Mfg. Co. 

Ditzler Color Co. 

Dodge Mfg. Corp. 

Dole Valve Co. 

Domestic Engineering Co. 

Duff-Norton Mfg. Co. 

DuPont Co. 

Durez Plastics & Chemicals 

Thomas A. Edison Co. 

Ex-Cell-O Corp. 


18th 
National 


Fafnir Bearing Co. 

Fairbanks Morse & Co. 

Farrel-Birmingham Co., Inc. 

Ferranti Electric, Ltd. 

Flintkote Co. 

Foote-Burt Co. 

J. B. Ford Sales Co. 

Foster Wheeler Corp. 

Foxboro Co. 

Frick Co. 

Frontier Roller Bearing Co. 

Fulton Syphon Co. 

General Electric Co. 

General Railway Signal Co. 

Gisholt Machine Co. 

Globe Steel Tubes Co. 

B. F. Goodrich Co. 

Gould Pumps, Inc. 

Graver Tank & Mfg. Co. 

Graybar Electric Co. 

A. P. Green Fire Brick Co. 

Guardian Electric Mfg. Co. 

Hamilton Mfg. Co. 

Hays Corp. 

Heald Machine Co. 

Hinde & Dauch Paper Co. 

Hercules Powder Co. 

Hevi Duty Electric Co. 

Hilo Varnish Corp. 

Hotstream Heater Co. 

Hyatt Bearings Div. 

Hygrade Sylvania Corp. 

— Pneumatic Tool 
oO. 


Ingersoll-Rand Co. 
Insley Mfg. Corp. 





International Nickel Co. 
Irvington Varnish & Res. Co. 
Johnston & Johnston, Inc. 





Johns-Manville Co. 

Joy Mfg. Co. 

Keasby & Mattison Co. 

Koehring Co. 

Lamson & Sessions Co. 

Landis Tool Co. 

~——_ LeBlond Machine Tool 
oO. 

R. G. LeTourneau, Inc. 

Lignum-Vitae Products Corp. 

Lindberg Engineering Co. 

Link-Belt Co. 

Locke Insulator Co. 

Magnus Chemical Co. 

Manhattan Rubber Mfg. Div. 

Mason-Neilan Regulator Co. 

Mattheson Alkali Works 

Mattison Machine Works 

Milcor Steel Co. 

Mono Service Co. 

Monsanto Chemical Co. 

Morganite Brush Co 

Morse Chain Co. 

National Automatic Too! Co. 

National Carbon Co., Inc. 

National Process Co. 

Nation Vulcanized Fibre Co. 

Neptune Meter Co. 

New England Coke Co. 

New Jersey Zinc Co. 

N. Y. Belting & Packing Co. 

Nicholson File Co. 

Northern Electric Co., Ltd. 

Norton Co. 

Novo Engine Co. 

Ohio Brass Co. 


Okonite Co. 
Osburn Mfg. Co. 
Otis Elevator Co. 





Owens-Corning Fiberglas 
Corp. 

Owens-Illinois Glass Co. 

Pangborn Corp. 

Pennsylvania Salt Mfg. Co. 

Permutit Co. 

Philadelphia Quartz Co. 

Pittsburgh Equitable Meter Co. 

Pittsburgh Reflector Co. 

Pneumatic Scale Corp., Ltd. 

Read Machinery Co., Inc. 

Reeves Pulley Co. 

Reliance Elec. & Eng. 

Republic Bank Note Co. 

Republic Flow Meters Co. 

Republic Steel Corp. 

Resmans Prod. & Chem. Co. 

R. W. Rhoades Metaline Co., 
Inc. 

Robins Conveying Belt Co. 

Rockbestos Products Corp. 

John A. Roebling’s Sons Co. 

Rotor Tool Co. 

Joseph T. Ryerson & Son, Inc. 

S K F Industries, Inc. 

Sangamo Electric Co. 

Scott Paper Co. 

Shepard Mills Crane & Hoist 

Simonds Saw & Steel Co. 

Sloan Valve Co. 

W. W. Sly Mfg. Co. 

Stanley Works 

Superheater Co. 

Surface Combustion Corp. 

Taylor Instrument Co. 

Thermoid Co. 

Thew Shovel Co. 

Timken-Detroit Axle Co. 

Timken Roller Bearing Co. 

Truscon Steel Co. 

Union Carbide Co. 

Union Steel Products Co. 

Unitcast Corp. 

U. S. Pipe & Foundry Co. 

U. S. Rubber Co. 

U. S. Steel Corp. 

Edward Valve & Mfg. Co. 

Vickers, Inc. 

Edward W. Voss Machinery Co. 

Wagner Electric Corp. 

Walton Truck Co. 

Warner & Swasey Co. 

Waukesha Motor Co. 

West Disinfecting Co. 

West. Elec. Instrument Corp. 

West Penn Power Co. 

Western Precipitation Corp. 

Westinghouse Elec. & Mfg. Co. 

Weyerhaeuser Sales Co. 

Wheeler Reflector Co. 

Wickwire Spencer Steel Co. 

Edwin L. Wiegand Co. 

Wilson Mechanical Instr. Co. 

Wiremold Co. 

Wolverine Tube Co. 

York Ice Machinery Corp. 


Annual CONFERENCE and Exposition 
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Sensational 


NEW 


Steel Tape 
Rule 








Brilliant, snow white enameled * 
blade . . . Large jet black figures for 
perfect, easy reading .. Blade finish 
will not crack or peel, and may be 
cleaned with ordinary solvents. 


To every forward looking jobber and dealer, we 
recommend the Brite-Blade as Master's finest con- 
tribution to hardware. Here is a rule that will arouse 
the natural approval and desire of ownership in all rule 
users. From the solid sparkle of quality in the new case to 
the smooth sliding replaceable blade, it displays the easy 
handling features of an unquestionably superior rule. 


Start making a bigger profit on rules. 


ORDER NOW! 


IN Sh. 56-5 ahs ad 5 0-8 bea hio Keane aus waa aE DIR 4 6 4a8 OS $1.25 ea. 
nn Is SOI i 5. sativa. a 0.9. 016.4 50 Sis porn ere Blea doe ease $1.40 ea. 
ee under Keuffel & Esser patent $2,089,209 under which they manufacture their famous ‘'Wyteface” 
apes. 
| Dept. 4-A 
MASTER RULE MFG. CO., INC. seis s. 
. ~e . New York, N. Y. 
JULY 11, 1940 7 
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oe Harpware Ace 
has Moved 


« « After 29 years on West 39th Street, the HARDWARE AGE 
has moved its editorial and executive offices to 100 East 42nd 
Street—Pershing Square Building. « « This new location, just 
across the street from the Grand Central Station, is in the 
heart of the uptown office district within easy reach from all 
transit lines. « « We hope that the convenient location will 
make it possible for you to visit us more often. 
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Low cost, one man 
Trapshooting 
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COCK THE TRAP LOAD THE TRAP LOAD THE GUN RELEASE TARGET AIM AND FIRE 

































BACKYARD OPEN FIELD FROM rm -107-¥ FROM SHORE INDOORS GOLF OR GUN CLUB 


TARGO GUN Model 42TR 


with Rifle Adapter 
<“Two Guns 










Be 
RA-1 Rifle Adapter 


TARGO TARGETS TARGO TRAP 








° ” 
on One Fits barrel of Targo gun or al- 
‘ P . most any single barrel .22 cal. 
ro They Reo $ 75° Packed in lots of 200 in special [LESS THAN = smooth bore or .410 bore shotgun. 45 
a a breakproof carton developed by 1¢ EACH Weight 14 oz. Rugged, all-steel 
cup pe b ith 8” Mossberg. construction, channeled and ribbed 
20” smooth bore barrel with 8 for light weight strength. Throwing spring is 






Targo tube fitted. Supplied with MOSSBERG TARGO NET: Saves 9 adjustable and ‘“‘balanced’’ to prevent whip or 
No. RA-1 (4”) Rifle Adapter inter- “missed” targets. White Twine, size $5 5 vibration. 5 non-breakable, semi-hard rubber 
changeable with Targo tube for 20’x20’ fitted with tie ropes at each cor- “practice targets’’ included with each trap. 

shooting 22 cal. short, long and long ner. Easily set up. AMMUNITION: Targo gun uses .22 cal. long 
rifle cartridges. By an ingenious rifle (scatter) SHOT shell of all available makes. 
method of rifling, this Adapter con- Commonly obtainable for about one cent each. 
verts Targo gun to an accurate rifle 





















é 

P-gp on ee oe 4 Please send me literature describing | 

Targo Gun is really “2 Guns in 1”. , | the new Mossberg Targo. ; 

Big consumer publicity and advertising campaign begins in August. | NAME | 

e YOUR DISTRIBUTOR WILL BE READY TO SUPPLY TARGO PRODUCTS AUGUST 1s! STREET ier | 
* Slightly higher west of the Rockies | CITY re ; STATE... ; 

O. F. MOSSBERG & SONS INC. . My principal distributor is: | 

‘ad 1607 ST. JOHN ST., NEW HAVEN, CONN. | 
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« « After 29 years on West 39th Street, the HARDWARE AGE 
has moved its editorial and executive offices to 100 East 42nd 
Street—Pershing Square Building. « « This new location, just 
across the street from the Grand Central Station, is in the 
heart of the uptown office district within easy reach from all 
transit lines. « « We hope that the convenient location will 

make it possible for you to visit us more often. 
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BACKYARD OPEN FIELD FROM A BOAT FROM SHORE INDOORS GOLF OR GUN CLUB 


TARGO GUN Model 42TR 


with Rifle Adapter 
«Two Guns 













ES Se 
RA-1 Rifle Adapter 


TARGO TARGETS TARGO TRAP 





° ” 
- One Fits barrel of Targo gun or Lg 
A , ‘ ; most any single barrel, .22 cal. 
22 =e _ 4 75° Packed in lots of 200 in special [LESS THAN smooth bore or .410 bore shotgun. 45 
Seen, Danes breakproof carton developed by A¢ EACH Weight 14 02. Rugged, all-stecl 
clip repeater, ° » Mossberg. construction, channeled and ribbed 
20” smooth bore barrel with 8 for light weight strength. Throwing spring is 





Targo tube fitted. Supplied with MOSSBERG TARGO NET: Saves y 95 adjustable and ‘‘balanced’’ to prevent whip or 
No. RA-1 (4”) Rifle Adapter inter- “missed” targets. White Twine, size 5 vibration. 5 mnon-breakable, semi-hard rubber 
changeable with Targo tube for 20’x20’ fitted with tie ropes at each cor- “practice targets’’ included with each trap. 
shooting 22 cal. short, long and long ner. Easily set up. AMMUNITION: Targo gun uses .22 cal. long 
rifle cartridges. By an ingenious rifle (scatter) SHOT shell of all available makes. 
method of rifling, this Adapter con- Commonly obtainable for about one cent each. 
verts Targo gun to an accurate rifle 
—as accurate as if barrel were rifled 
throughout entire length. Thus the 
Targo Gun is really “2 Guns in 1”. , 













Please send me literature describing 
the new Mossberg Targo. 











NAME 


Big consumer publicity and advertising campaign begins in August. 
YOUR DISTRIBUTOR WILL BE READY TO SUPPLY TARGO PRODUCTS AUGUST 1st 
* Slightly higher west of the Rockies 


0.F. MOSSBERG « SONS INC. 


1607 ST. JOHN ST., NEW HAVEN, CONN. 
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My principal distributor is: 
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Co-ordinated with Correct 
Kitchen Color Trends... 


Phisal to ehchag 











are constantly checked and customer wants are 


b omy advantage in selling Owens-Illinois kitchen- 
ware ensembles is that you're offering a woman studied to produce timely designs for fast selling 


more than just convenient utensils. In an ensemble and rapid turnover. See our complete line at your 


you're selling A New Look for her kitchen this spring jobber’s or contact our nearest sales office. 
—the last word in decorating—flashing color— 
smart design—good construction and the finest “ ITC k f N WA RE E N § f M a LE § 


lithographed finish that can be obtained—all for b 
y 


a price that even modest incomes can afford. 


For instance, the Bouquet pattern above is typical OWE N S- | L Li N Oo i y 
of the high styling and quality workmanship you'll 
CAN COMPANY 


find in all Owens-Illinois patterns. Decorating trends 
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See why time-proved 
SUPERFEX builds a sounder, more 
profitable business for you! 


SUPERFEX is an established line! Among claims 
and counter-claims about oil heaters, it’s vitally impor- 
tant to choose the right line now, the line that will make 
you real money. SUPERFEX is that kind of a line. 
For SUPERFEX has been successfully proved over a 
10-year period—is made by Perfection Stove Com- 
pany, the world’s largest builders of oil-burning 
equipment for the home. 


SUPERFEX is a profitable line!...A line that’s 
engineered and proved to do the heating job the 
customer wants done. That means more bankable 
profit for you—because of freedom from costly 
servicing “bugs” and installation worries. 
And—SUPERFEX liberalized discount 


plan is a real money-maker for you! 





Before you take 


on any oil space heater 
line-WEIGH THESE FACTS! 


SUPERFEX is a sound line!... You'll have no 
“orphan” on your hands with SUPERFEX. It’s backed 
by one of the best-known names in the business—The 
Perfection Stove Company...is founded on 50 
years’ experience in building oil-burning equipment 
for the home. 


SUPERFEX is a complete line! . . . with models 
and prices to meet every merchandising need. Straight 
radiant heaters—and the “top” line of SUPERFEX 
Heat-Directors with patented shutters. 


We'll gladly show you how Dealers everywhere 
are enjoying bankable profits with SUPERFEX 
—show you the sales helps, the national publica- 
tion and radio advertising that is building sales 
for SUPERFEX. Write for complete information 


today—get in this profitable business now! 


Don't overlook profit pos- 
sibilities in Perfection 
portable heaters. Fast 
seller. 10 to 12 hours com- 
fort on gallon of kerosene. 


PERFECTION STOVE COMPANY 
7256-A Platt Avenue « Cleveland, Ohio 


SUPERFEX HEAT-DIRECTOR... the Sales Leader... the Feature Leader! 


SUPERFEX Heat-Director 
circulates warmed 
air — air that flows 
upward and through 
connected rooms— 
like this! Operates 
with simple dial con- 
trol—or completely 
automatic. 





SUPERFEX Heat-Director's 
patented shutters —and 
only SUPERFEX has them 
— when cpened wide, 
release outward a flood of 
radiant heat rays, like sun 
rays, that warm everything 
they strike! And—warm 
air continues to circulate. 


SUPERFEX patented shutters also 
direct radiant heat rays down- 
ward like this—warming the 
floor naturally, without draft or 
“blow.” If the heating need 
requires forced circulation of 
heated air, a quiet, 

furnace type blower 

is availabie. 





SUPERFEX scarers 


PRODUCTS 


PERFECTION STOVE COMPANY 
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Public Utilities :— 

About ten years ago practically 
every retail hardware convention 
was greatly exercised over the ap- 
pliance merchandising activities 
and policies of the public utilities. 
Power companies, admittedly in- 
terested only in increasing their 
loads, offered extremely low prices, 
heavy trade-ins, free merchandise, 
long terms and the added advan- 
tage of collecting payments “con- 
veniently” via the regular collector 
on his monthly rounds to get pay- 
ments on electric current. In sev- 
eral states “anti-merchandising” 
laws were attempted, but with in- 
different success. Coincident with 
this very heated hardware associa- 
tion crusade was an increasingly 
annoying (to the utilities) clamor 
for public ownership of utilities 
—but if TVA is any criterion, 
public ownership provides worse 


By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 





merchandising competition than 
did the public utilities during their 
period of greatest appliance sell- 
ing activity. Since that time the 
subject has been somewhat forgot- 
ten in hardware circles, due to a 
changed situation which embraces 
either the discontinuance of utility 
merchandising or a co-operative 
dealer selling program in which 
hardware dealers could partici- 
pate. Most of the cooperative 
plans were equitable, and my ob- 
servation is that many hardware 
dealers have found such programs 
to their liking. A notable example 
of utility cooperation, for quite a 
time, was the program of the Con- 
solidated Edison System Compa- 
nies serving the greater part of the 
metropolitan New York area. This 
utility sponsored and encouraged 
monthly dealer meetings where 
demonstration lessons were pro- 
vided by highly competent factory 


men; ran advertising and trade-in 
campaigns that “played up” the 
dealers who participated and as- 
sisted dealers in their financing of 
major appliance sales. Display 
helps were provided, as were serv- 
ice helps. I attended several 
meetings and was greatly im- 
pressed with the help that was 
being offered and with the ap- 
parent harmony that prevailed. 
But in recent months the entire 
harmonious cooperative program 
of Consolidated Edison and the 
associated dealers has “gone with 
the wind.” 


‘Package Deal” :— 

This 
when the __ utility 
“package deal” on which dealers 
could not make a living margin 
through the cooperative plan and 


came about 


introduced a 


disruption 
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could not compete at all on “thei: 
The deal offered the pub- 


lic, in large newspaper advertise- 


own.” 


ments, a de luxe, tank-type vacu- 
um cleaner (list price $62.50) at 
$36.00 plus an old cleaner; an 
IES six-way floor lamp (list price 
$21.90) at $2.95, and an electric 
iron (list price $12.50) at $1.95. 
In other words, these items listing 
at a total of $96.90 could be 
bought at retail for a net of $40.90 
plus an old cleaner. Worse than 
that, the consumer need pay only 
$2.45 down and $2.45 monthly for 
17 months. On the time-payment 
plan a finance charge of $3.20 was 
According to recent adver- 
Edison. 


made. 
tising of Consolidated 
more than 120,000 families availed 
themselves of this “package deal,” 
in full or in part. (This offer ex- 
pired July 1, 1940.) 


Triple Five: 


The next competitive merchan- 
dising attack from this particular 
utility is an offer on both electric 
and gas automatic refrigerators. 
manufactured and branded by 12 
leading producers, practically all 
of the better-known makes. In this 
offer the consumer may buy a re- 
frigerator with a $5 down pay- 
ment, get an allowance of $5 foi 
“your old ice box” and take five 
years to pay. According to the 
newspaper advertising, terms may 
be arranged for “monthly pay- 
ments as low as $2.00.” This offer 
is also unsuited, on economic 
grounds, for hardware dealer par- 
ticipation and, in the scheme of 
things. no hardware dealer could 
afford such an arrangement; nor 
can any hardware dealer accept 
either this program or the “pack- 
age deal” as constructive merchan- 
dising, nor a bid for continued, 
utility- 


harmonicus, cooperative 


dealer programs. 


VRHA Congress :—— 
Next week the N.R.H.A. Con- 


gress will be held at the New 
Yorker Hotel in New York City. 





lt may be to the best interests of 
attending delegates to again con- 
sider the utility merchandising 
question based on the easily avail- 
able data that can be obtained on 
the subject from New York City 
members, who are expected to be 
present in large numbers as this 
is the first N.R.H.A. convention 
that New York City has ever en- 


joyed. Perhaps a general survey 
among state groups should be 


taken to see if similar competitive 
conditions exist in other sections 
or if such tactics are threatened. 
These merchandising activities, if 
continued, will surely force hard- 
ware dealers in the metropolitan 
New York area out of the electric 
appliance business and will serve 
to make any future utility coop- 
erative offers appear anything but 
attractive to dealer groups. 


“Who Makes It?”’—— 


The next issue of HARDWARE 
Ace will be the Annual Merchan- 
dise Directory and Catalog Issue. 
dated July 25, 1940, and perhaps 
better known as the “Who Makes 
It?”” Number. 
the names, addresses and trade- 
arranged, 


This issue provides 


marks, alphabetically 
for an extremely wide line of hard- 
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ware, tools and related merchan- 
dise that is salable through whole- 
sale-retail hardware channels. 
More than 325 pages of condensed 
catalogs of leading manufacturers 
are a major feature of this edition, 
supplemented by the “Index to 
Product Information,” printed on 
green paper in front of the book 
to facilitate buyers seeking data 
covered in the condensed catalogs. 
Among the listings are 5,000 main 
headings or products, more than 
10.000 individual manufacturers’ 
names and addresses and, in all, 
52,000 listings—all arranged to 
help save buyers’ time and to en- 
able them to quickly locate re- 
quired data on the many lines 
incident to hardware distribution. 
Other important and useful fea- 
tures include tables and _ charts 
showing “How to Figure Resale 
Prices.” “How to Figure Stock 
Turnover,” “Net Profits, Cost of 
Doing “Glossary of 
Builders’ Hardware Terms,” etc. 
This issue is sent to every regular 
subscriber of HARDWARE AGE and 
is easily the most useful volume. 


Business, 


from any source, that is available 
to hardware buyers. Watch for 
your copy! You will find it in- 
valuable throughout the year. 


We Have Moved:— 


On July 1, the executive and 
editorial offices of HARDWARE AGE 
were moved to 100 East 42d St., 
New York City, where, with other 
publications of the New York unit 
of Chilton Co., Inc.. we occupy 
the entire fifth floor and part of 
the fourth floor of the Pershing 
Square Building. Directly oppo- 
site the Grand Central Station on 
the corner of Park Ave. and East 
12d St., our new offices are more 
centrally located and provide more 
spacious and more modern facili- 
ties. All readers of HARDWARE 
AGE are, as always, most welcome 
to visit our headquarters offices. 
For nearly 30 years we were at 
239 West 39th St., in the Times 
Square district. Come see us in 
our new home! 
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of technical knowledge and accumulated 
experience that is outstanding in the small gasoline motor industry 


OUR RESEARCH, DESIGNING AND PRODUCTION EN- 
GINEERS HAVE WORKED TOGETHER FOR YEARS . 
THEY HAVE BEEN RESPONSIBLE FOR MORE THAN 


A MILLION AIR-COOLED, 4-CY CLE GASOLINE MOTORS. 


HESE seasoned experts using the 
ensemane finest materials and the most 
EQUIPMENT ON modern plant and equipment facili- 


@ Lawn Mowers @ Trac- 


ee atime Milk Cont ties manned by skilled workmen, pro- 


ers @ Sprayers, Dusters, ° 
Sorters, Conveyors ® Grind. duce Briggs & Stratton motors that 


ers, Mixers, ulverizers, 


Se <, pumps, Water are known the world over for 


ilking Machines, Sepa- . 
rators, Chargers © Con- dependable, economical and easy 
tractor and Railroad E uip- i 
ment » Family Boats, ten @ starting, trouble-free performance. 

of other applications. 


That is why machines and equipment 
powered by Briggs & Stratton do a bet- 


ter job, day after day, at a lower cost. 


, BRIGGS & STRATTON CORP. 
FULL RANGE OF MODELS Milwaukee, Wis., U.S. A. 


16 to 5H. P. 
IT’S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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Plumbing Sales Doubled 









Below — One of the model 
bathrooms in the center of 
the floor. Imitation tile sides 
and covered floor supply an 
extremely realistic setting. 







Another floor display of 
less expensive fixtures. 
Show cards on each item 
give customers complete 
data on price and size. 











? 100 PER CENT 


increase in sales of the plumbing 


department resulted from a recent 
modernization of the Hammond 
Hardware Co.’s store at Kosciusko, 
Miss., a city of approximately 
3500 population. 
completely remodeled and, while 
all departments benefited to some 
extent, the largest gain occurred 
in the plumbing department ac- 
cording to W. H. Hammond, Jr., 
an executive of the firm. 

Several model bathrooms and 
floor displays of other plumbing 
goods were arranged in the new 


The store was 
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store. Small independent plumb- 
ing contractors, who purchase 
much of their materials from the 
company, use this display as their 
salesroom and it helps them get 
more business. Home owners also 
find that it aids them in visualiz- 
ing equipment and bathroom ar- 
rangements all of which makes 
selling easier. The company has 
operated the plumbing department 
for many years and makes a great 
many installations through its own 
plumbers and helpers. However, 
the attractive displays in this de- 
partment are largely responsible 


for the excellent increase in sales 
it has enjoyed. 

“Much of the credit for the dis- 
play of plumbing goods must go 
to S. R. Barker, salesman, Hib- 
bard, Spencer, Bartlett & Co., who 
drew the blueprints and super- 
vised installation of the display,” 
said Mr. Hammond. “We carry a 
large stock of plumbing goods 
and maintain a very complete dis- 
play of this merchandise on the 
floor. This enables us to render 
quick service to small contractors 
and we cooperate with them 
as far as we can in selling their 
customers. This has brought addi- 
tional business to us.” 

The company enjoys consider- 
able industrial business on valves 
and large pipe fittings because of 
the complete stock of plumbing 
fittings carried. Pipe is threaded 
and cut for customers by electric 
machines. 

“Plumbing fixtures are adver- 
tised extensively, especially those 
items that are competitive with 
the mail-order companies. When 
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When Store Went Modern 


100 per cent increase recorded 


customers find they can purchase in this department by Hammond 
this equipment locally, at the same 

peices so fom jhe mueil-coder Hardware Co., Kosciusko, Miss. 
houses, they are perfectly willing ’ . 

to buy other building materials 1 oni 
Cy ie ge yg agg Fone Other departments show gains 


“Hence we are getting a number 
of building material jobs from PRR 
foundation to chimney top.” 

The entire store was trans- 
formed from an old-fashioned es- 
tablishment into a modern hard- 
ware department store in one op- 
eration. It required six weeks to 
finish the job, which was directed 
by R. C. Briggs, a supervisor, for 
Hibbard, Spencer, Bartlett & Co., 
Chicago, Ill. Sidewall fixtures 
were torn out and new equipment 
built on the job by local contrac- 
tors. A new fibre board ceiling, 
which is decorative as well as an 
insulation, was installed. Modern 


lighting fixtures were added and 
general illumination was increased 
several times over the previous ar- 
rangement. 

Sidewall fixtures of modern de- 
sign, half as high as the old equip- 
ment yet having practically the 
same stock capacity, were used 
throughout. Silhouetted depart- 
ment signs are used on the tops of 
the fixtures. Special lighting in 
the open cases where housewares 
are shown increases the attention 
value of these displays. The mer- 
chandise also shows up to better 












This modern front attracts the 

° customers to Hammond’s and 
mm r advertises the store as 
being up-to-date. 


7 — 







Attention is directed to sidewall 
merchandise by elimination of items on 

top of fixtures. Tables are in batteries, back to 
back, and displays are built high to attract attention. 
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advantage under modern condi- 
tions. 

The left sidewall of the store is 
devoted to displays of merchan- 
dise appealing mainly to women. 
Table displays along this section 
also feature dinnerware, enamel- 
ware, aluminum ware and other 
kitchen goods. Merchandise pre- 
sented on the tables is usually in 
the form of seasonal goods. 

The opposite sidewall fixtures 
display tools, hardware and other 
items mainly of interest to men. 
Panel doors, open cases and ledge 
displays are modern display fea- 
tures used to advantage in featur- 
ing this merchandise. Open cases 
for tools, sporting goods and steel 
goods contain special overhead 
lighting to attract attention to the 
articles shown. 

The model bathrooms and other 
plumbing goods displays are lo- 
cated at the rear of the store and 


both sidewall and center floor 
spaces are used effectively. 

“The money spent for remodel- 
ing was the best investment we 
have ever made,” said Mr. Ham- 
mond. “We can display 100 per 
cent more merchandise and do it 
more effectively. We can wait on 
more people because our stock is 
arranged more conveniently, and 
many customers practically wait 
on themselves thus saving the time 
of salespeople. 

“Our sales to women have prac- 
tically doubled in number and it 
was necessary to employ a sales- 
lady in order to give better ser- 
vice to this trade. We also added 
to and expanded several house- 
wares departments due to the ad- 
ditional display space secured 
from the modernization. Any of 
these benefits alone would justify 
the expense and cost of bringing 
the store up to date. 


“With the increased display 
and merchandising facilities of 
the modern store, it is possible for 
us to do a better merchandising 
job than ever before. Our jobber 
supplies us with an eight-point 
merchandise service which we fol- 
low. Five or six store-wide sales 
are planned for the year, and we 
expect to slant our promotions to 
fit the seasons and take full advan- 
tage of holidays and other occa- 
sions. Gift business should be 
much better this year: because of 
this more aggressive selling 
policy” 

A new modernistic front of struc- 
tural glass was installed in the 
building to complete the program. 
Up-to-the-minute window lighting 
units provide the best in illumina- 
tion. Display fixtures of a modern 
design save time in arranging in- 
teresting trims that sell additional 
goods. 


Do You Advertise on the Right Day? 


EW information on the distri- 

bution of advertising linage 
and sales of New York City stores 
by days of the week is presented in 
an analysis by Charles M. Edwards, 
Jr., which appeared in the April, 
1940, issue of the Journal of Retail- 
ing. 

As shown in Table I, Sunday 
ranked first among the seven publi- 
cation days, with 28.1 per cent of the 
total week’s linage in all papers ap- 
pearing on that day. Wednesday 
ranked a poor second with 21.2 per 
cent. Saturday papers carried only 
1.1 per cent of the week’s linage. 


TaBLeE I 


Distribuiion of seven stores advertis- 
ing linage by days of the week (pub- 
lication days) in the eight major 
New York city newspapers 
Per Cent of Week's 
Linage by Days 


Sunday 28.1% 
Monday 8.8 
Tuesday 11.0 
Wednesday 21.2 
Thursday 11.2 
Friday 18.6 
Saturday 1.1 
100.0% 


These figures are more revealing 
when the amounts of linage used in 


morning and evening papers on the 
different publication days are sepa- 
rated, as in Table II. The major 
portion of the morning paper adver- 
tising linage is concentrated in Sun- 
day morning papers. Wednesday 
ranked second with 15.3 per cent, 
and Friday third with 11.6 per cent 
of the morning papers week’s linage. 

The highest percentages of eve- 
ning linage are placed on Wednes- 
day and Friday evenings, two eve- 
nings which precede’ two of the 





WATCH YOUR APPEARANCE 
Clean, neat 


appearing 
and | la 
ne Sees eae 





week’s highest volume days, Thurs- 
day and Saturday. 


Taste II 


Distribution of advertising linage by 
days of the week (publication days) 
in morning and evening papers 


Per Cent of Per Cent of 
Week’s Linage Week’s Linage 
in Morning in Evening 





Papers Papers 
Sunday 48.1% 
Monday 6.1 12.7% 
Tuesday 8.4 14.7 
Wednesday. 15.3 29.4 
Thursday 9.6 13.4 
Friday 11.6 28.5 
Saturday 0.9 1.3 
100.0% 100.0% 


Rearranging the figures to show 
how stores distribute their linage in 
terms of the day on which their ad- 
vertisements sell, Sunday morning 
advertising and Monday morning 
advertising are viewed as bringing 
immediate sales on Monday. All 
other morning-paper advertising is 
expected to attract business on the 
day of publication. 

Evening paper advertising is treat- 
ed as if it produced sales on the fol- 
lowing day, with one exception. 
Saturday-evening advertising is han- 
dled as if it brought in Monday 
business. 
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Inventory Control 
Will Increase Your Profits 


Careful buying and a constant 
check on “on hand” and “on order” 
items will eventually result 
in marked increases in volume 


By RICHARD G. JUNKER* 


M.«. dealers think 


that sales are the thing, but care- 
ful buying and a constant check of 
“on hand” and “on order” items 
will eventually show marked in- 
creases in volume—a more profit- 
able volume—which, after all, is 
the most pleasing item on the year- 
ly profit and loss sheet. 

Now is the time to start elimi- 
nating all merchandise not called 
for more than twice a year, or 
sell it at a rummage sale and start 
an air-tight inventory control. Any 
item that does not have at least a 
two times turnover a year is cost- 
ing the dealer money every day he 
owns it. 

It is, however, the object of 
every retailer to give the customer 
what he wants when he wants it. 
Although this, many times, is con- 





*EDITORS’ NOTE: The author 
of this article has had both chain 
store and independent store ex- 
perience. He writes from his own 
experience and his opinion does 
not necessarily coincide with our 
own. 
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fused with the real purposes of the 
business—to save the customer 
money and make the dealer a 
profit. Only by sound, conserva- 
tive inventory control can these 
problems be solved. 

Hardware dealers would be well 
rewarded if they dug out the 
closed purchase order file, re- 
viewed all the items that they pur- 
chased and the amount that they 
purchased, then set them up on the 
model base stock form (see Fig. 
1), and pictured it along with the 
sales record sheet. Investigating 
the closed purchase orders will 
provide accurate figures of the 
quantities previously ordered. 
This, when the stock on hand is 
subtracted, will show exactly what 
the sales have been for a given pe- 





riod. Then you will have a defi- 
nite idea about the value of any 
item in its relationship to the in- 
ventory. ° 

The model basic stock list (Fig. 
1) would include all items that a 
dealer could profitably stock, and 
it classifies their respective sale- 
ability as fast sellers, good, me- 
dium, fair or poor. Each dealer 
can determine his own point val- 
ues to suit his desire (point value 
being the symbol of demand) only 
after reviewing the old purchases, 
because they are instrumental in 
proving the sales. Then he can 
classify fast sellers with a “5 rat- 
ing”; good, “4,” and so on, as 
shown in the point value column 
in Fig. 1. 

A fine example article is a 


19 








mouse trap. There is always a de- 
mand for that article the country 
over, while mole traps are more 
seasonable. Every dealer knows 
he can’t sell mole traps very easily 
months. So 
mouse traps, being in greater de- 
mand and fast sellers, too, should 
carry a point value of 5. Mole 
traps would probably have a point 


during the winter 


3 rating. 

Put every article on record as 
it is shown in Fig. 1. Having all 
the related items together will sim- 
plify things. The left page of the 
stock record book will be the basic 
model stock giving the number, 
description, minimum quantities to 
keep in stock, price, and point val- 
ue. The right-hand page is the 
checking and permanent stock rec- 
ord sheet with corresponding lines 
and article numbers. This page is 
the business’ story in a nutshell, 
and, if good results are expected, 
it must be checked periodically. 


Every Two Weeks 


The counting dates can be sched- 
uled every two weeks, or possibly 
once a month in smaller stores. 
Poor selling items will show up 
prominently and smaller quantities 
accordingly can be stocked. Then 
it may be well to eliminate some 
items from the records entirely, 
liquidate the stock, and use the 
proceeds for faster selling mer- 
chandise that will not become 
shopworn and unsalable on the 
dealer's shelves. 

The dealer who will practice this 
method will always have a greater 
open to buy margin (the differ- 
ence after subtracting the gross 
sales from the present inventory 
for a given period) that he can ex- 
ercise to a profitable advantage. 
And the most inexperienced clerk 
could intelligently order merchan- 
dise after slight acquaintance with 
the model stock checking list. 

This job is not easy. But it is 
the simplest salvation for any mer- 
chant, who can’t afford to have a 
great carry-over, particularly on 
seasonal merchandise, from one 
physical inventory to the next. 

Nearly all lines and types of 
hardware are staple goods. Never- 
theless, an overstock in any mer- 
chandise, staple or perishable, is 
dangerous and is a direct cause 




















































































































SHEET NO. ll 
MODEL BASE STOCK 
DATE March 6, 1340 
Min. 
Article Colcr| Model Pt. Selling 
Number Description Size Stock Val. Price Price Changes 
Check during season 

1309 Spadirg fork 5 4 -85 

1315 Srading fork 6 § 1.60 

4211 Eclipse hoe 4 3 58 

4010 C.I.hoe 3 2 95 

4022 Master hoe 6 5 1.10 

aa m 

1747 Heavy cast garden rake 4 4 1.10 

1742 Rigid braced rake 10 5 79 

1818 Garden weeder % attachments 4 4 4.00 

1827 ° plow " " 6 5 3.95 
a — 

1629 ° ° ° ° 6 § 2.98 
———_-_- -- 4 - ——___—_ — —- -—- ——_-—__—. - ——— 

92431 Garden plow(special promotion) One | time buy sell at $2.50 
Sa ae 

2762 4 tine fork 6 5 1.55 

2760 § * ° 4 3 1.79 

2755 3 ° pitchfork 8 § 1.15 

4 
4563 "D"handle straw fork 1 2 2.05 |Wak Soon Le (2 
eee 
SHOVELS 

933-4 Short bit tile spade 2 3 1.40 

8742 Reg.heavy tile spade 3 4 1.69 

6703 Flat spade 3 a 95 

6649 Gravel scoop 4 5 1.19 

6628 Long handle gravel scoop 3 4 98 

6626 6 . ° ° 2 2 1.90 

2556 #10 scoop 2 3 1.55 

2551 “fz * 4 5 1.70 

















in most cases of decreased yearly 
profits. Following the procedure 
outlined in this article has enabled 
a great chain firm to beat the fig- 
ures of some record’years. What 
this system has done for them it 
will also do for the individual. 

Today, when competition makes 
each dealer utilize every effort to- 
ward promotion of any merchan- 
dising plan, a good merchant can- 
not afford to cripple the effect of 
promotion by poor selection of 
merchandise, buying unproportion- 
ately and poor timing in the order- 
ing of seasonable stock. 

The common fault of most mer- 
chants is the failure to recognize 
quickly an overstock condition on 
a bad buy. They usually believe 
that the items will move in 30 or 
60 days. When that time has 
passed, the merchandise is. still 
found sitting on a shelf. The wide 
awake dealer will immediately take 
steps to liquidate such merchan- 


Fig. 1—Model base stock and stock 


dise through the medium of mark- 
down and special promotion. But 
beware of mark-downs, which de- 
stroy the profit although they may 
increase the volume. 

To say “mark-down” does not 
merely mean changing numbers on 
the price tag of an article. In a 
deeper sense it means the change 
of the inventory. Although after 
a mark-down is put in force, a 
dealer does not own as much in 
dollars and cents as he did, he still 
has the same amount of goods. 
Hence, if an article owned at a dol- 
lar is marked down to 79 cents, the 
record of the change in price must 
be kept for computing the exact 
inventory for a definite period, 
since the merchant still has the 
article, and owns it at 21 cents less. 
This same medium must be used 
when a 10-cent paring knife is 
given to induce a customer to buy 
an expensive electric iron. 

Any old ledger can be used for 
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SHEET NO. ll 


DATE March 6, 


Items O Indicates quantities to be ordered. 


record checking and sales sheet. 


mark-downs. A printed form made 
along the same outline as Fig. 2, 
however, would save a lot of costly 
time and be a permanent record. 
All that is necessary on the mark- 
down form is the date, quantity of 
the articles and the amount the 
price was decreased on each. Sim- 
ple addition and multiplication will 
give the entire mark-down to be 
subtracted from the inventory as 
of that date. 

Many hardware dealers have 
more items on their shelves and in 
their bins that are over one year 
old than current merchandise pur- 
chased in the last six months. That 
kind of merchant has learned the 
back-seat art of merchandising, 
and had better exercise the mark- 
down strenuously to rid his valu- 
able space of the “X” stock. 

Not all price trends are down- 
ward, however. By watching the 
market, wise promoters will mark- 
up genuine, current merchandise 
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at every opportunity. But their 
profit will only be on paper until 
the items marked up are sold. To 
do this, follow the same example 
as marking down the items. There 


is a column supplied in the form 
shown in Fig. 2, for mark-ups. 
The difference in the mark-up 
process is that the inventory is in- 
creased and, therefore, should oc- 
cupy a separate page in the mark- 
up and mark-down ledger to 
expedite handling. 


How It Works 


The model stock list was 
checked a week ago. There are 
so many items at so much each. 
We multiply and add and arrive at 
a sum of $3,700. Our sales for 
the week were $400, so we subtract 
that amount which leaves a_ bal- 
ance of $3,300. There was $876 
worth of merchandise ordered a 
week ago, but only $370 worth 
was received as of today. This we 
add to our last balance and find 
that the answer is $3,670. The 
next operation is to check the 
mark-ups and mark-downs. Here 
we find that we took $35 in mark- 
ups—so we add to the inventory 
and get $3,705. We remember to 
subtract our mark-downs, which 
were $17. And when we do, we 
find that $3,688 is our actual in- 
ventory right now! Simple, isn’t 
it? 

Using the checking list will mag- 
nify all the laggard items, and the 
dealer’s job, after he knows, will 
be that of weeding them out. He 
has a definite gage to tell him what 
his particular customers want, one 
which will enable him to get a most 
satisfgctory stock turn of about 
five times a year. 
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Fig. 2—Handy mark-up and mark-down form. 
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Outboard motors, boat 
cushions, canoes, boating attire 
and accessories are in this section. 





The Marine Department 


C ATERING to boat- scale models of sail or power craft Hartford, Conn. Frequent news- 


ing enthusiasts of all types and to 
the man whose activities as a 
“skipper” are confined to making 


has attracted men and boys of all 
ages and of varied income groups 
to the store of Clapp & Treat, Inc., 





Merritt W. Treat watches a mechanic inspecting and adjusting an 
outboard motor in the store’s demonstration and testing tank. 
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paper advertising, a marine cata- 
log, extensive second floor displays 
of equipment for boating, camp- 
ing and other sports are factors 
which help the firm do a good 
business in outboard motorboats, 
outboard motors, canoes and vari- 
ous boating accessories. Facilities 
for testing and demonstrating out- 
board motors in the store itself 
and the offering of trade-in allow- 
ances on used outboard motors are 
other aids to sales. 

The store stocks and offers for 
sale Government Aids to Naviga- 
tion, which, according to Merritt 
Treat, “brings in everybody from 
a ten-dollar-a-week clerk to mil- 
lionaire boatmen.” The depart- 
ment’s catalog of marine hardware 
and other equipment, the main por- 
tion of which is supplied by a 
large manufacturer of such equip- 
ment, lists marine paints, painting 
necessities, life preservers, out- 
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board motors, outboard motor 
boats, canoes, yachting chairs and 
any number of items for both 
large and small power and sail 
boats. This catalog is given out at 
the store only to really interested 
persons who are working on their 
boats or seeking new equipment. 
From time to time, in season, re- 
minder cards are sent out to pros- 
pects for the sale of outboard 
motors, etc. Personal follow-ups 
are made on leads furnished by 
manufacturers of equipment sold 
by the store. 

At one time demonstrations of 
new outboard motors and check- 
ups on used motors being accepted 
for trade-ins or taken in for repair 
work had to be made at a dock on 
the river. For several years now 
the store has used a tank, having a 





free flow of fresh water, right on 
the second floor for demonstra- 
tions and check-ups. Above the 
tank is a duct to remove exhaust 
fumes from the motors. This time- 
saving equipment permits sales- 
men to show buyers of outboard 
equipment the proper operation of 
the units. Motors and boats are 
hoisted into the store and removed 
from the 
room by means of a special hoist. 
enabling quick handling of such 
equipment. A full time repair man 
makes repairs right on the store 


second floor display 


premises. 

Says Mr. Treat as to the trade- 
in angle, “When a fellow wants 
to trade an old motor we test it 
in the tank to see if it is as good 
as he says it is.” In some instances 
the store accepts used boats on a 


trade-in basis. While most out- 


board motorboat owners will 
bring in their motors when in need 
of repairs, the store will pick up 
and deliver repair jobs. 

Selling the power boat enthusi- 
ast provides a good market for a 
wide variety of equipment. Some 
of the equipment offered by the 
store, besides boats, canoes and 
motors, includes fire extinguishers, 
yachting cushions, yachting caps. 
life preservers, portable cook 
stoves, pumps, mooring buoys, 
horns, bells, rope, deck chairs, 
sails for sailing canoes, etc. All 
of this equipment and many other 
boating needs are displayed on the 
second floor, in season, together 
with such high units of sale as 
radio compasses. 

Typical of the store’s early in 

(Continued on page 71) 


Has the Situation in Hand 
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Clapp & Treat, Inc. of Hartford, 
Conn., makes customers out of 
the local boating enthusiasts 
regardless of age or income 


are shown here. 


Boats of all kinds 
The racks seen 


in the background hold sails and masts. 
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To Help You 


M. anufacturers Offer 





Thermometer Display Package—An 
attractive silver and blue counter 
display box developed by Precision 
Products Co., Waltham, Mass., shows 
the “Easy-To-See” outdoor thermom- 


eter. Display box together with win- 
dow trim is furnished free with 
ders of one dozen or more 





at 
Sing 

jn -*% Colorful Selling Aid for Ranges—The Sales 
7 : Pointer is a clever and colorful selling aid de- 
veloped by Edison General Electric Co., Chi- 
cago, Ill., for Hotpoint electric range retailers. 
It is made of heavy cardboard, printed in two 
colors, and is designed to lie flat on the right 
hand work surface of the range. Each page 


Self-Service Merchandiser— points out and graphically describes a differ- 
Snapit, new self-service mer- ent Hotpoint electric range feature. It is im- 
chandiser developed by the mensely helpful to floor salesmen in telling 
Marks Products Co., Brooklyn, the complete, consecutive sales story on the 
N. Y., is a complete electrical Hotpoint electric range. 


department in itself. Stand, 
holding three counter sections 
26 in. wide by 17 in. deep, is 
given free with each purchase 
of three counter sections. Dis- 
play is 53 in. high, made of 
steel, and finished in attractive 
colors é e 





New Display Helps—These rugged, 
vigorous types of men in overalls 
are featured in the new duPont win- 
dow displays brilliantly lithographed 
in full color. This material is now 
available to dealers of the E. I. du- 
Pont de Nemours & Co., Wilmington, 
Del. These display pieces will make 
a strong appeal to the professional 
painters who are big buyers of pre- 
pared paints. 
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Penlight Sales-Stimulator—An allur- 
ing Petty drawing serves as a sales 
aid for the new penlight and snap- 
light disploys developed by the 
Burgess Battery Co., Freeport, Ill 
The display is colorful and can be 
used on both counters and in win- 
dows to decided advantage 


Sharpening Stone Displayers—Three 
attractive counter or window display 
cards showing several types of 
sharpening stones are available 
from Behr-Manning Corp., Division 
of Norton Company, Troy, N. Y. Dis- 
plays are colorful and will secure 
immediate attention. All show a 
wide range of products and price. 
Each displayer is furnished with an 
assortment of the items shown. 
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Sell More Goods 


These Display Helps 








KITCHEN CUTLERY 


Kitchen Cutlery Display Card A 
modernistic display card with royal 
blue background and white lettering 
shows to advantage the rosewood 
handle kitchen cutlery of Landers 
Frary & Clark, New Britain, Conn 
Card can be used either on counter 
or in windows. Pull drawer compar! 
ments in rear hold surplus stock 





New Radio Merchandiser— 
Nine table model radios 
can be shown in this dis- 
play unit developed by Sen- 
tinel Radio Corp., Evans- 
ton, Ill., to merchandise its 
new, popular-priced 194] 
line. It requires less than 
3 sq. it. of floor space. At- 
tention is secured by the 
harmonizing gold and blue 
color scheme plus a strong 
‘Listen - Before - You - Vote’ 
placard. All sets can be 
connected and demonstrat- 
ed in the stand. Display 
can be used as _ center 
piece of department about 
which other Sentinel mod- 
els can be grouped 
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CRYSTOLON 
KNIFE SHARPENER 
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Mazda F (fluorescent) 
lamps and various types 
of auxiliary equipment 
which are required for 
their operation. 





FLUORESCENT LIGHT 


By DEAN M. WARREN 


General Electric Company, 


1. Mazda F (fluor- 


escent) lamps open new avenues 
to more effective merchandising. 
They possess a number of out- 
standing advantages that make 
this possible. 
1. Produce 
color quality. 
2. Produce colored light at sur- 
prisingly high efficiencies. 
3. Adaptable to modern designs 
of fixtures and built-in lighting. 
4. Permit higher levels of light- 
ing with the existing wiring pro- 


light of daylight 








The shape of the fluorescent lamp permits suspended fixtures to be used in a variety of differ- 


Nela Park Engineering Department, 
Cleveland, Ohio 


viding factor correcting 
equipment is used at the lamp. 

5. Produce cooler illumination 
—an important factor in obtain- 
ing high level lighting with com- 
fort. 

First consider the matter of 
color quality. The ability of the 


power 


lamps to produce artificial day- 
light is not as important in mer- 
chandising hardware and related 
items as it is in the merchandising 
of dress goods for instance, where 
color quality plays an important 
role in showing the materials in 
their true color. However, the dis- 
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Here’s the way in which this 
new type of illumination may 
be used in your own stores 


tinctive color of the daylight lamp 
makes this source ideal for use in 
the lighting of niches and other 
displays. The resulting color con- 
trast provides the eye appeal 
which-is all important in effective 
merchandising. 

Little imagination is required to 








picture the many places in the 
store where colored light can be 
used effectively, now that it is 
finally available in abundance. 
Color for backgrounds and atmos- 
phere in the show window. Color 
for niches and luminous elements 
within the store. Color for beauty 





Emphasis may be given 
to island displays by 
using the lamp in the 
special type of equip- 


ment illustrated. 





and for zest. Color that will re- 
lieve the monotony of much of 
the present lighting and satisfy 
the aesthetic sense at the same time 
that it creates sales. 

The slimness of the lamps makes 
them ideal for many applications. 
They can be concealed in many 
restricted places and used in such 
relatively small spaces as coves, 
built-in recesses and translucent 
architectural elements. 

As to using the lamps to in- 
crease the illumination from exist- 








r- ent patterns. Varying proportions of light may be directed either up or down as may be needed. 
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A suggestion for using the lamp 


in lighting large, vertical displays. Although 
is not of a modern type, 


the fixture shown 














the illumination possibilities may be easily realized. 


ing wiring, an installation in our 
what can be 
in question 


own offices shows 

done. The building 
was erected in 1913 and wired for 
2 watts per sq. ft. with %4-in. con- 
duit (imbedded in concrete) car- 
rying one circuit per four outlets. 
The first relighting, done in 1923, 
improved this to 5 watts per sq. ft. 
(300 watts per outlet) providing 
15 to 20 footcandles and this has 
been the maximum that could be 
pulled into these outlets. 

The new fluorescent installation 
utilizes the same wiring, provides 
50 footcandles in service and con- 
sists of six four-lamp louvered 
units. The lamps are the 40-watt 
Mazda F and with their ballasts 
consume about 50 watts. Hence, a 
four-lamp fixture requires 200 
watts and with six units there is 
an overall of 1200 watts per room 
which is exactly the same as with 
the incandescent filament system. 

Lastly there is the matter of 
cooler footcandles. Actually the 
radiant heat from these lamps is 
only one-quarter that of filament 
lamps for equal footcandles, which 
means that adequate lighting can 
now be provided without the dis- 
comfort from heat formerly asso- 
ciated with high footcandles. So 
often on summer days filament 
systems are turned off in an effort 
to keep the store cooler. The re- 
sult is a dark gloomy interior that 
is anything but inviting to cus- 
tomers. Because of the very great 
reduction of radiant heat the fluor- 
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escent lamps solve this bothersome 
problem. Then, too, if the day- 
light lamp is employed there is 
an added gain in comfort in that 
it appears psychologically cooler. 

The lamps are of the electric 
discharge type, employing mer- 
cury vapor as the medium for 
maintaining the arc. They convert 




















invisible ultraviolet energy, pro- 
duced by the arc, into visible light 
through the medium of the fluor- 
escent powders which coat the in- 
ner surface of the bulb. 

The lamps are tubular in shape, 
as can be seen from the accom- 
panying illustration, and at the 
present time are made in four 
wattages, four lengths, two diam- 


eters and seven colors, daylight, 
white, red, blue, green, pink and 
gold. 

In common with all electric dis- 
charge lamps the Mazda F lamps 
must have auxiliary control equip- 
ment to operate. Specifically de- 
signed control equipment is _ re- 
quired for each wattage, each fre- 
quency (the lamps are designed to 
operate on 50 and 60 cycle a-c cir- 
cuits) and each voltage range. 
This equipment is available for 
operating either a single lamp or 
two lamps, the latter being desig- 
nated as the Tulamp ballast. Both 
correct power factor to better than 
90 per cent and thereby permit 
maximum utilization of the wir- 
ing. For the 30- and 40-watt 
lamps the Tulamp ballasts are 


more economical than individual 


ones for each lamp and in addi- 
tion they make it possible to re- 
duce flicker by causing the two 
lamps to operate out of phase with 
each other so that the fluctuation 
in the light becomes comparable 








The fluorescent lamp, because of 
its slim shave, is well adapted 
for lighting all types of dis- 
plays. Here are two examples. 
Where glass shelving is employ- 
ed, these lamps, placed as illus- 
trated, can do a two-fold job of 
lighting merchandise and sign. 


to that of low-wattage filament 
lamps. 

The lamps are designed to give 
their best all-around performance 
within the specified voltage range. 
Lowering the voltage will not nec- 
essarily increase the life of the 
lamp as is the case with filament 
lamps but excessive voltage will 
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When glass shelving is used the 
lamps, placed as illustrated, can 
do a two-fold job of lighting 
both the merchandise and sign. 


cause a shortening of life. For the 
present it appears that from a life 
standpoint the lamps should not 
be operated at less than 105 (210) 
or more than 125 (250), and 
wherever possible the lamps should 
be burned within the recommend- 
ed range of 110 to 125 (220-250) 
volts. 

In general, these lamps lose 
their usefulness because of de- 
crease in light output before they 
fail. The rate of depreciation in 
light output diminishes through- 
out life; the first 100 hours pro- 
duce about as much darkening as 
the following 1000 hours. 

During about the first 100 hours 
of operation the light output from 
these lamps drops rapidly, often 
as much as 10 per cent. For this 
reason output ratings on the Maz- 
da F lamp are based on readings 
taken after this initial loss has oc- 
curred. Since the output from new 
lamps is considerably greater than 
published values, footcandle read- 
ings taken shortly after making a 
complete installation of the new 
lamps may be somewhat higher 
than the illumination level de- 
signed. 

The lamps are being used as 
store illuminants for providing 
both the general lighting and the 
supplementary lighting. As _ the 
general light source they can be 
used in ceiling mounted equip- 
ment, in pendant equipment and 
in equipment designated as “troff- 
ers.” The latter is the outgrowth 
of applying fluorescent lamps to 
coffer lighting, and of fluorescent 
lighting to areas with acoustically- 
treated ceilings. This latter system 
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has many good points to recom- 
mend it, but, like most things, it 
also has its bad features. For ex- 
ample, such a system is not de- 
pendent upon the reflection factor 
of the ceiling. It presents a mod- 
ern appearance. It has a relatively 
high utilization of the light. The 
troffers may be so designed as to 
be interchangeable with the acous- 
tical tile, thus achieving flexibility. 
On the other side of the ledger 
are these considerations: There is 
a large reflector area to maintain 
although this is offset somewhat 
by better depreciation character- 
istics of this form of lighting. 
There is a brightness contrast be- 
tween the ceiling and the lamp. 
With a light colored floor cover- 
ing, however, this is much reduced 
because some of the light is re- 
flected back to the ceiling, thus 
relieving this contrast. 


New Equipments 


Within the past months there 
have been a number of new equip- 
ments developed for general light- 
ing with these lamps. Some of 
these equipments have the lamps 
shielded from view by completely 
surrounding them by glass, others 
employ louvers to eliminate glare 
and thus improve the quality of 
the lighting. Whether or not pen- 
dant mounted equipment or ceil- 
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ing mounted equipment is em- 
ployed will depend on personal 
preference. Both can do an ex- 
cellent lighting job. 

The general lighting is really 
the base lighting. It is the first 
essential. Effective merchandising 
demands, however, that “emphasis 
lighting,” or supplementary as it 
is termed, be added to give the de- 
sired sales emphasis. Here again 
the Mazda F lamp can be effective- 
ly used to provide this specific 
lighting. 

Open table displays can be 
given emphasis by means of spe- 
cial supplementary lighting. The 
accompanying illustration suggests 
one method for an island table. 
Where the table is against the 
wall, a similar unit attached to the 
side of the table can be employed. 
Another method is to employ spe- 
cial fluorescent equipment and sus- 
pend this from the ceiling directly 
over the counters. Normally the 
units are hung 70 in. from the 
floor. By hanging the unit at this 
height more light is placed on the 
table than would be obtained at 
a relatively high mounting and 
this is desirable from the stand- 
point of quick and easy seeing. 
The lamps should be spaced no 
more than 6 ft. apart to insure 
reasonably uniform lighting. 

It has been said that merchants 
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Dark backgrounds should be used with glassware where the source 


of illumination is located 


in a position like that shown above. 
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pay their bills from the sale of 
items that the customer came in 
specifically to buy, but that the 
real profit came in the sale of 
those things which the customer 
didn’t intend buying when he came 
into the store. Invitingly displayed 
tools are examples of the displays 
worthy of lighting for profit’s 
sake. In order to utilize the light 
to its fullest extent, the lamp 
should be provided with a proper 
reflector such as illustrated in the 
sketch. 

Another form of display that I 
have noticed in hardware stores is 
the niche. One display recently 
seen showed a variety of saws and, 
as the sketch illustrates, this can 
be lighted by a bare fluorescent 
lamp. 


Billboard Type 


Frequently an entire wall may 
be utilized for the display of a 
variety of items with these items 
being placed in recesses of suffi- 
cient depth to accommodate the 
items displayed. Effective lighting 
can be provided for this in much 
the same manner as billboards are 
lighted. There are special fluor- 
escent equipments available for 
lighting these vertical displays and 
the equipment is placed as the ac- 
companying sketch suggests. 

Another use for the fluorescent 
lamp is in the display of paints. If 
the white Mazda F lamp is used 
for the general lighting then a local 
unit, equipped with a daylight 
fluorescent lamp should be em- 
ployed to enable the customer to 
see the exact coloring of the out- 
door paints. 

Luminous glass shelves lighted 
by fluorescent lamps win immedi- 
ate attention because they have 
real eye appeal. An example is 
the illustration showing the glass 
coffee makers. It is lighted from 
below by means of daylight fluor- 
escent lamps, but the glass appears 
much more luminous when a dark 
background is applied. The art of 
display depends not only on the 
lighting but on the backgrounds 
selected. 


The Question of Cost 


With each new lighting develop- 
ment there arises the question of 
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READ THE LABELS ON ALL 
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cost. The cost of illumination is 
made up of two items: (1) the 
cost of owning an installation, and 
(2) the cost of operating the in- 
stallation. Owning cost is made 
up of amortization—initial 
charges, interest on investment, 
taxes, insurance and maintenance. 
Operating cost comprises the cost 
of lamp replacements and the cost 
of energy. 

In figuring the owning cost of 
an installation, the life of the in- 
stallation is taken as six years. 
Lighting progress is so rapid to- 
day that nearly any installation 
can be profitably replaced at the 


end of this time. With six-year 
amortization the annual owning 
cost becomes 25 per cent with the 
breakdown as follows—Deprecia- 
tion 16.6 per cent, Interest on half 
the investment 3 per cent, Taxes, 
insurance, and maintenance, 5 per 
cent. 
Determining Cost 


Using the procedure illustrated 
at tive bottom of the page, the cost 
per footcandle per year can be 
deterinined. Wiring costs are not 
included in the calculations be- 
cause they differ with local con- 
ditions 

The costs are average ones and 
may not apply exactly in a specific 
community. But by using the gen- 
eral method, anyone can make his 
own economic studies of both fila- 
ment and fluorescent lighting. 

The introduction of any new 
light source has always resulted in 
some confusion as to its proper 
application. This has been true of 
the Mazda F lamp. The lamp pro- 
duces colored light and daylight 
economically, which the filament 
lamp cannot do; it produces cool- 
er light and is a source of extend- 
ed area and low brightness. These 
characteristics make the lamp suit- 
able for many uses in the hard- 


ware store. 


Cost per Footcandle per Year 


Yearly owning cost of equipment — Fixture cost x 25% 


No. of lamps x cost of lamps x burning hours 





Yearly lamp cost = 


Yearly energy cost — 


By adding the yearly owning 
cost, yearly lamp cost and yearly 
energy cost and dividing by the 
footcandles provided, the cost per 
footcandle per year is obtained. 

As an example, let us assume 
that six units are required to light 
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Lamp life 


Total watts x energy rate x burning hours 


1000 


the store to 50 footcandles. 

Six 4-lamp units @ $35 = $210.00 
Write off 25% per year 
Yearly owning cost $52.50 
Using the above formula to ob- 
tain the yearly lamp cost gives the 
following: 


= $26.00 


To find the yearly energy cost (3c. per KWH assumed) 


6 units x 200 watts | including auxiliaries) x 3c. x 2000 hours ~ $72.00 


$52.50 + $26.00 + $72.00 


Cost per footcandle per year = ———— 


1 = $3.00 
50 footcandles 
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‘Old Hank Nearly 
Boiled Over...”’ 


of hot-tempered 
Hank appears in a forthcom- 
ing Remington ad on the 
Model 31 pump action shot- 
gun. We won’t spoil it for 


The story 


you by telling the story 
now. But we do want to re- 
mind you of the tremendous 
enthusiasm for the Model 31 
among guides like Old Hank 
and experienced shooters 
everywhere. 

These men have always fa- 
vored the Model 31 because 
of its reliability, its short, 
velvety smooth action, and its 
simple and rugged construc- 
tion. These old timers have 
a tremendous influence on 
new and less experienced 
hunters. Maybe that’s one 
reason why the Model 31 is 
such a favorite for all forms 
of shotgun shooting, from 
trap and skeet to the fields 
and the duck blind. 














Something like selling dogs 


If we weren’t in our present business, we’d 
envy the people who raise and sell dogs. 
Because that must be a pleasant business 
to be in. You know that every dog you 
sell makes someone’s life a little happier. 


Our business is something like that, too. 
Lots of people feel almost the same way 
about a favorite gun as they do about their 
dog. And we know they get a lot of plea- 
sure out of owning and using a good gun. 
But if that cherished gun should lose its 
accuracy, they feel as let down as-if they 
discovered a hidden weakness in a close 
friend. 

That’s why we’re so proud of our 
Kleanbore* ammunition. We know that the 
accuracy of any rifle in which Kleanbore 
.22’s are fired exclusively will not be 
spoiled by rust or corrosion in the barrel. 
We know, too, that Kleanbore .22’s have 
the power, accuracy and dependability 
that adds to the pleasure of shooting. 





A Remington Dealer Letter with a timely message for | 
WATCH 


you will appear on this page—in each issue. 
FOR IT. 
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No. 2 About This Ad! 
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* Kleanbore is Reg. 
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U. S. Pat. Off.; Core-Lokt is a trade mark of Remington Arms Co., Inc., 


When this advertisement first 
appeared over a year ago, it 
created a wave of enthusiasm 
among shooters and dealers. 

And people still remember 
it and comment on it. We 


are still receiving requests 

GET NOTHING for literature with the “key 
BUT A number” which __ identifies 
AUTOMATIC § them as coming from this ad! 


We’re trying to make all our 
ads do as effective a job as 
this one did. 





BIG TURKEY SHOOT 
HELD AT AKRON 





AKRON, Ohio—July, 1870— 
Outstanding feature of the 
recent turkey shoot held on 


McGinnis’ meadow was the 
phenomenal performance of 
a new kind of rifle and am- 
munition —a_breech-loading 
rifle made by Remington to 
shoot the sensational new 
metallic cartridges! 

Yes, that date is correct! 
The first successful large 
scale manufacture of metallic 
cartridges in the U. S. began 
in 1869, and a breech-loading 
rifle to handle the new ammu- 
nition followed shortly. Other 
basic advantages followed in 
quick order—the first center 
fire ammunition—first paper 
shot shells—the Remington- 
Lee bolt action rifle (grand- 
father of present day bolt 
action) —and many others. 

Since we’ve had such good 
results in the past from re- 
search, you can bet your bot- 
tom dollar that we still con- 
tinue it—still trying to make 
even better products than the 
best we’ve got now. 


a 
CORE-LOKT* Feature 
Now in Both Soft Point 


and Mushroom Bullets 


Since the announcement of 
the Core-Lokt mushroom bul- 
let last year, big game hunt- 
ers @verywhere have _ been 
loud in their praise of its 
performance. Now the Core- 
Lokt feature is available to 
meet the demands of those 
who prefer the soft point bul- 
let for big and medium game. 

The new Core-Lokt soft 
point bullets are available in 
14 popular sizes. 








Bridgeport, Conn. 
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ROPE SALESMAN! 
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“IL the Greatest 
Idea y Euer Sau Zo Made to Accurately Measure 


‘ ” Rope Manufactured Only by 
Help Sell More Rome ROWUIMIEVAINE RO gem 
Auburn, New York 
&6 ss. kw Se Se mo eS 
Anp here’s why Dad. Just look at 4 a ed 
the features of this Columbian Rope —_. ea gigas 
Merchandiser .. . 




















“It holds seven sizes of rope which is 
stored in the basement and pulled up 
through the floor into the display unit. 


“It lets our customers see and feel 
the rope they buy, and helps them to 
determine the sizes they want. 





“It's easy to measure rope accurately on this machine. The large 
dial is as easy to read as a gas-pump dial. 


“Over a period of five years, Columbian Merchandisers have 
demonstrated their great value to Hardware Dealers. 


“Over 1,000 machines are now in use by Retail Dealers. 


QUA Abia “T'm all for it, Dad. It's a salesman that will never let us down.” 


COLUMBIAN ROPE COMPANY 
ee no 
Auburn, “The Cordage City,” N. Y. 


every step of the way 
COLUMBIAN TAPE-MARKED ROPE 
PURE MANILA 
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Step Up Your Mid-Summer 
Volume Now! 


HARDWARE AGE Original Window Display IDEAS 
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Outside Painting Window 


LADDERS 


g 


$Q2° 


$ Gai ors 


Merchandise: House paint, and trim, porch paint, barn paint, cement 
paint, shingle stain, white lead, aluminum paint, roof paint, linseed oil, 
turpentine, paint brushes of all kinds, wire brushes, scrapers. 

Backgroud: Green and white corrugated board or wallboard painted. 
Cut-out letters of same material. 

Suggested Interior Displays: For platform—arrange mass displays of 
house paint in spot displays. 


ce pro- 


motion is essential in order to 
maintain mid-summer sales vol- 
ume. Sales of various types can 
be used at this time to reduce sea- 
sonal stocks, build traffic and pub- 
licize the store. All of this effort 
will stimulate and continue the in- 
terest of the customer in the store 
at a time when individuals usually 
are interested in outdoor activities 
and refrain from purchasing. 
Price is an important factor in 
the consumer’s mind these days. 
Most of them look for slightly 
higher prices on all merchandise 
in the future. Opportunities to 
save money, therefore, will be sure 
to interest them and many pur- 
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Show popular selling model air- 
plane construction kits near to the 
tool department. 


chases will be made at this time 
which might bé delayed for 
another year or season. Naturally 
stressing the possibilities of higher 
prices will be an important factor 
in influencing these customers to 
buy now. 

Reducing stocks of seasonal 
merchandise is an important job 
that must be done so that fall mer- 
chandise can be paid for promptly 
and inventory maintained at a 
proper ratio. Sales to reduce sea- 
sonal stocks are justified and often 
produce additional business on the 
line. 

Maintenance of store traffic dur- 
ing the mid-summer months is a 
problem. It can be solved simply 
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Lighting Equipment 


Window 
Merchandise: Lamp bulbs, flu- 
orescent tubes, pin-up lamps, 


stand lamps, wall fixtures, kitchen 
fixture, bath lighting fixtures, elec- 
trical supplies, sockets, fuse plugs, 
plugs, switches, extension cords. 


Background: Light yellow and 
dark yellow corrugated board or 
wallboard. Red cut-out letters. 


by making it worth the customer’s 
while to buy things now. Keep the 
store as cool as possible. Few 
hardware merchants are in posi- 
tion to install the large equipment 
necessary to completely air-condi- 
tion an entire store. Nevertheless, 
it is possible to keep -the doors 
closed and to use fans to circulate 
cool air from the basement of the 
store throughout the first floor. 
Where this is done capitalize on it 





Sturoy 
Screw 
Daivers 














Several sizes of popular-priced 
screw drivers can be featured by 
using step-up display fixture. 


34 


by stating the fact that it is cool 
inside on streamers on the doors 
and in windows. 

Dealers located in communities 
where summer people are an im- 
portant addition can stimulate con- 
siderable business on housewares, 
gift goods, and gadget items. Com- 
plete stocks and wide assortments 
are very necessary to capture a 
share of this trade. 

Some of the window displays 
should show merchandise to be 
used in the early fall. Suggest 
work that must be done early and 
stress the advantages of arranging 
for this at once. Displays of this 
type need not be as complete as 
displays in the heart of the season. 
Small individual windows or large 
windows divided into sections will 
enable a merchant to show more 
lines. 

Windows during these very 
warm months should use cool 
colors in the backgrounds. People 
like to forget about disagreeable 
temperatures and the windows 
should suggest relief from this 
situation. 

Do not overlook sales possibili- 
ties in toys and wheeled goods 
lines during these months. Chil- 
dren will be out in the open and 
many of these items will be in use. 
Replacements must be made and 
adequate interior displays of this 
merchandise will bring unexpected 
results. 

A clean, neat store is a great in- 
fluence in making people buy. 
Sometimes it is a problem to keep 
the store at its best when em- 
ployees are away on vacations. It 
will pay to hire a cleaning woman 

















Sell more folding rules by ar- 
ranging mass displays in this man- 
ner on ends of tables. 
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Tool Window 


Merchandise: Model airplane 
building sets, auger bits, drill bits, 
wood chisels, screw drivers, auto 
matic drill and screw driver, rules, 
tapes, coping saws, blades, tri- 
squares, bevel squares, saws, 
pliers, sharpening stones, gauges, 
pocket knives, sandpaper. 

Background: Panel of light 
green corrugated board or wall- 
board. Cut-out letters of dark 
green. Panels for tool samples. 


Suggested Interior Displays: 
For tables—mass displays of popu- 
lar selling screw drivers and fold- 
ing rules. 


or girl for this purpose during 
this time of the year. The cost 
would not be great, the short- 
handed sales force would not be 
handicapped, and the store would 
continue to possess that well- 
groomed appearance so necessary 
to the modern establishment. 





KITCHEN 


LIGHTING 
FIXTURE 


$020 














Increase sales by showing kitch- 
en lighting fixtures that can be in- 
stalled by the home owner. 
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FLORENCE ANNOUNCES 
THE NEW DA/VEW-ALAE 


TWO SENSATIONAL NEW OIL HEATERS 
WITH ELECTRIC HEAT DRIVER! 


Load your big guns with this sure-fire ammunition for 
Heater Sales—bigger sales than ever this year! Because 
Florence engineering is giving you ‘““Driven-aire”’! 

“Driven-aire” brings you a sensational heating 
development to sell. Your customers are going to 
want these new heaters with electrically powered rotor 
units—for “heat that gets around”—for forced circu- 
lation that means comfort in every room in the house! 

Decide now to cash in on your share of this Big 
Heater Business. 





POT-TYPE — PC825. Two 8’ 
pot-type burners. Humidifier. Fin- 
ished in gleaming brown porcelain 
and contrasting Crystone. 


“HEAT THAT GETS AROUND” 


Specially designed rotor and grille 
Rive sprayed heat—promote constant 
circulation of warmed air. 


BACKED BY THE WORLD’S GREATEST LINE 
In addition to “Driven-aire” models, Florence offers you 29 other 
spectacular Heaters—the most complete heater line ever pre- 
sented! There’s a model for every need—a price for every budget. 


CERTIFIED HEATER FACTS 
The Florence system of tagging every heater with a Facts Tag 
is one of the biggest helps to better sales and profits any 
heater line has ever offered you! Let it work for you! 


FLORENCE STOVE COMPANY Generai Offices and Plant, 
7 Gardner, Mass.; Western Offices and Plant, Kankakee, IIl.; Sales Offices: 
SLEEVE-TYPE — CH925. Two 9 sleeve-type 1458 Merchandise Mart, Chicago; 45 E. 17th Street, New York; 53 Ala- 
burners. Humidifier. Finished in gleaming brown por- bama Street, S. W., Atlanta; 301 N. Market Street, Dallas; and 2730 
celain and contrasting Crystone. 16th Street, San Francisco. 


FLORENCE OIL HEATERS 


WORLD’S GREATEST LINE ¢ TAGGED WITH CERTIFIED HEATER FACTS 
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What Sporting Goods Mean 





DOM A. CIVITELLO 


‘Th. interest in sports 


and sporting goods has tripled in 
the past 25 years and the hard- 
ware store has become one of the 
most important factors in the dis- 
tribution of this type of merchan- 
dise. School gymnasiums, public 
playgrounds, fishing and hunting 
resorts, golf courses, and organized 
sports of all kinds have developed 
and multiplied until today every- 
one is sport-conscious. The auto- 
mobile and good roads, shorter 
hours and fewer working days 
have contributed to getting people 
out of doors and into sports’ ac- 
tivities. 

But what has the future in store 
for your sporting goods’ depart- 
ment? What sort of program can 
you develop in order to build your 
sporting goods’ business not only 
in dollars and cents but also in re- 
peat store traffic? 

Assuming that your sporting 
goods’ department is fairly well 
stocked and includes not only 
school equipment and golf clubs, 
but also guns, ammunition, fishing 
tackle, tennis rackets, baseball 
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By DOM A. CIVITELLO* 


Mr. Civitello, in addition to his duties as man- 
ager of the Thomson-Diggs’ sporting goods’ de- 
partment, has made a reputation for himself for 
his leadership in promoting winter sports in many 
California communities. As chairman of the win- 
ter sports committee of the Sacramento Valley 
Council of the State Chamber of Commerce, he has 
successfully spread the idea to the profit of many 
California business men. It has since become one 
of California’s major industries. In the Sacra- 
mento Valley alone winter sports in 1936 account- 
ed for $2,000,000 trade for that season. Mr. Civi- 
tello is the author of many newspaper articles on 
this subject and to him may be attributed the Cali- 
fornia winter sports’ boom. 


bats, gloves, and balls, etc., the 
next requisite is a responsible head 
for the department. He need not 
necessarily have highly specialized 
knowledge but he should be better 
posted about sporting goods than 
the rest of your salespeople. 


Building Confidence 


Another important point in a 
successful sporting goods’ pro- 
gram is building confidence in 
yourself in your sales force and 
your customers as a merchandiser 
of sporting goods. Confidence 
builds enthusiasm and these quati- 
ties are so essential for successful 
selling. 

When considering the various 
merchandising phases of your 


Oo oO 


* EDITORS’ NOTE—Mr. Civi- 
tello is manager of the sporting 
goods department of The Thom- 
son-Diggs Co., Sacramento, Cal. 
He delivered this address on 
sporting goods at the recent an- 
nual convention of the California 
Retail Hardware Association in 
San Francisco. 


sporting goods department, bi- 
cycles loom as one of your best 
business builders. They are a line 
on which dealers can compete with 
mail order houses and chains and 
still make a profit. In 1939, 1,- 
250,000 retail bicycle sales were 
estimated and 60 per cent of these 
were made by other than mail 
order or chain stores. 

Bicycles lend themselves to 
much constructive promotion and, 
in this regard, hardware dealers 
can adapt an idea of a Sacramento 
chain store. This store displays 
a complete assortment of bicycles, 
every day of the year, just inside 
its main entrance, Almost every 
boy or girl going by looks in. 
They see the latest models, ex- 
amine the headlights and learn all 
about bicycles. They spread the 
word among the neighborhood 
youngsters and if a parent hap- 
pens to accompany the child, the 
chances are that nine out of ten 
will step inside. If a bicycle is 
sold, the youngster becomes a fu- 
ture customer of the chain. 

While hardware dealers need 
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not devote this display space to 
bicycles every day of the year, 
they should make some effort to 
capture this business that is going 
elsewhere. 

A good sporting goods’ depart- 
ment can be one of your ‘best ad- 
vertising mediums. Perhaps no 
other hardware store department 
lends itself so readily to promo- 
tion. There is no saturation point 
for play. Everybody likes to play. 
Schools and colleges promote play. 
Newspapers publish reams of stor- 
ies and pictures on sports and this 
creates a desire to play. The Fed- 
eral and state governments realize 
that the sporting goods business 
represents a tremendous industry 
and they are going to see that it is 
perpetuated and improved. 

Game bird propagation in Cali- 
fornia has resulted in a six-day 
season on pheasant, which ac- 
counts for a total consumption of 
at least 2,000,000 loaded shells. 
In the near future there will be 
more pheasants and a longer sea- 
son. There will also be open sea- 
sons on other game birds. And 
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remember that every time a hunter 
pulls a trigger, he rings up a five- 
cent sale on your cash register. 
So encourage the sportsmen to 
shoot, for each time he leaves home 
with his gun and ammunition, it 
means business for you. 


Predator Shoots 


In some sections predator shoots 
have also stimulated gun and am- 
munition business for the dealer. 
The fish and game commissions 
are behind these predator pro- 
grams. In a town of 50,000 popu- 
lation, some sportsmen clubs re- 
cently sponsored a predator shoot 
with each club contributing money 
for the purchase of prizes. While 
the event was sponsored by the 
clubs, the men who actively car- 
ried on the work and who were 
most interested in its successful 
conclusions were the sporting 
goods department man of a chain 
store, the owner of a small, one- 
man sport shop and a drug store 
clerk. The hardware stores in that 
community carry a good sporting 









Winter sports 
were emphasized 
in the area of 
Sacramento and 
trade for that 
section total- 
ing $2,000,000 
was the result. 


goods stock, but they knew very 
little of what was going on. 
Many sportsmen entered the 
shoot. One man estimated that he 
had driven his car over 1,000 miles 
during the contest. When an oil 
company official heard of this, he 
immediately decided that his com- 
pany was going to donate liberally 
to the prize fund for the next shoot 
for he wanted his company to be 
listed as one of its sponsors. 
Now, since these people were 
interested in the shoot, it must 
have some value. All you dealers 
need do is to lend moral and active 
support to these activities. You 
needn’t donate prizes nor sponsor 
the contest, but you or someone in 
your store should attend conserva- 
tion club meetings and quietly 
stimulate interest in such events. 
Never sponsor these or similar 
(Continued on page 40) 
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Impulse Buying with New 
Winchester Merchandiser 


Y far the major part of flashlight and battery 
B sales volume—and profit—depends upon impulse 
buying. Customers buy, not because of definite plan, 
but because of the impulse set-off by the suggestion 
of powerful display with a real idea behind it. 


You can cash in on this impulse buying in your 
store by using this colorful, eye-catching Winchester 
Vacation Special Merchandiser—with its high powered 
suggestion for on-the-spot purchases, for a definite 
purpose, of flashlights, batteries, accessories. 


It’s a real self-starter for the great volume of im- 
pulse buying business (estimated to account for per- 
haps 80% of retail flashlights and battery volume). 
Occupying less than two square feet of your floor 
space, this display is a constant provoker of flashlight 
buying. It keeps a telling suggestion constantly be- 
fore the stream of shoppers in your store. 


They will STOP—LOOK—then BUY. Use one as a 
floor merchandiser—another in your window to stop 
passing traffic. 

The Winchester Vacation Special is yours FREE 
with your purchase of only 18 fast-moving Winches- 
ter flashlights—carefully chosen for eye appeal, prac- 
tical value and sales speed—and 96 Winchester plastic 
Super Seal long life batteries. The Merchandiser 
displays 11 of these well-assorted, stream- 

lined, handsome cases in ingeniously de- 

vised PILFERAGE-PROOF sockets. 

Flashlights are priced to retail at from 59¢ 

to 98¢ complete with Winchester Super 

Seal 10¢ batteries. 


Merchandiser also displays from 48 to 
72 batteries and provides space for up to 
90 replacement bulbs—a constant sugges- 
tion for additional profitable sales that are 
definitely the result of effective display. 
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eat to suit all seasons. 


2 Rack at top for displaying batteries and bulbs. 


Tester for batteries and bulbs. 


ba 


4 Attractive display space with pilfer-proof sockets for 


flashlights, giving each one full view display. 


5 Ample space in back for safely storing flashlights, bat- 


ae teries and bulbs. 
Vy 6 Size at base 14 x 18 inches—takes up less than two square 


feet of floor space. Full height 54 inches. 





This New Powerful 
Vacation Display FREE with 
Winchester Assortment No. 18 


Total Retail Value ... . $20.16 
Dealer Cost........ 13.44 
Your Profit $6.72 











3 2-cell focusing pee red and ~—, one 
black and copper. Handsome “rock crystal” finish on 
brass. Fittings of solid 22K copper. Each to retail for 
59¢ complete. 
3 2-cell focusing spotlights—two with brilliant chro- 
mium-plate and solid 22K copper finish, one all solid 
22K copper. Each to retail at 69¢ complete. 
4 2-cell Powerlite Fixt-Focus spotlights. “Rock crys- 
tal” finish on brass. Solid 22K copper and chrome- 
plated fittings—two black and chrome, one red and 
copper, one blue and copper..Each to retail at 79¢ 
complete. 
2 2-cell junior size Hi-Power Fixt-Focus spotlights. 
One brilliant chromium-plated and solid 22K onepet. 
one solid 22K copper. Each to retail at 79¢ complete. 
3 2-cell de luxe Hi-Power Fixt-Focus spotlights. One 
solid 22K copper and two lustrous chromium-plate 
and solid 22K copper. Each to retail at 98¢ complete. 
3 3-cell Powerlite Fixt-Focus spotlights. “Rock crys- 
tal” finish on brass—one black and brilliant chromium 
plate, one red and solid 22K copper, one blue and cop- 
per. Each to retail at 98¢ complete. 

And 96 No. 1511 Winchester Hi-Power Batteries. 


TURN ON THIS SALES POWER 


That spot—only 14” x 18” on your floor—cannot wait. 
Vacation time is here. We suggest two complete Win- 
chester Vacation Displays, one for your best window, 
one as an island floor display. Ask your jobber’s sales- 
man to get your order for early shipment in AT ONCE. 
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SUPER MERCHANDISER FEATURES 


ies ] Reversible display card. After vacation season, change 
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events for your private gain if thev 

have the semblance of a commu- ° 
nity activity. But take an active 

part and see that those events get 

under way properly. The public 

will soon realize that, you are help- 

ing it and will’ show its’ apprecia- 

tion by giving you its business. 

On the other hand, if you take 
the initiative and sponsor the 
event, the public will soon feel that 
you are doing so to sell something 
rather than to help civic enter- 
prise and its interest would soon 
fade. 

Some time ago a_ hardware 
dealer wished to sponsor a winter 
sports’ activity in order to bolster 
winter sports’ equipment sales. 
Another hardware dealer in the 
same community sold the same 
type of merchandise. I explained 
to them that if they sponsored the 
activity, newspapers would not be 
interested in giving it free pub- 
licity and that such a program 
required plenty of publicity if it 
was to be successful. I suggested, 
rather, that these dealers make it 
a community affair—invite local 
clothing stores carrying ski ap- 
parel, the restaurants, the oil com- 
panies, the mayor, chamber of 
commerce, high schools and others 
to participate, as well as the news- 
papers. If they could make their 
community minded, 
tomers would soon be dropping 
money into their cash registers. 

Well, these dealers did a swell 
job of it. An open meeting was 
arranged in the high school audi- 
torium, with a speaker to explain 
the possibilities of winter sports 
and their effect on the community. 
The idea caught on and for sev- 
eral days the papers carried the 
story on the front pages—front- 
page publicity to stimulate deal- 
no cost to the 


sports cus- 


ers’ sales and at 
dealers. 

Deer hunts are another activity 
that offers similar opportunities. 
In California last season, 43,000 
deer were killed, although about 
144,000 sportsmen purchased deer 
tags. Thus more than 100,000 
sportsmen hunted without getting 
a deer. These men hunted last 
year and the year before and will 
hunt again next year. When they 
hunt, they must have a rifle and 
ammunition, and we can safely as- 
sume that 144,000 deer hunters 
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shot at least 3,000,000 rounds of 
high-powered ammunition. 

Studying fishing tackle pros- 
pects, we find that in 1939, 350,- 
000 California anglers purchased 
licenses, not including youngsters 
of whom licenses are not required. 
While these figures do not seem 
large, we must remember that a 
great many of these anglers fish 
all season, and so we can estimate 
that perhaps 3,000,000 persons 
went fishing. This is your addi- 
tional business potential. 


Selling Fishermen 


It is easy to sell fishermen. If 
a fisherman doesn’t get a bite and 
his companion does, he begins to 
doubt his equipment, his flies, 
leaders or bait. He decides they 
are unsuitable. and then goes to 
you for new equipment. 

Many fishermen do not care for 
their tackle properly; thus it be- 
comes spoiled and more equip- 
ment is needed. That is what 
makes the fishing tackle business. 
Capitalize on it! 





Do everything possible to get 
people to go fishing and hunting. 
Federal and state governments and 
sportsmen’s clubs are backing con- 
servation and propagation pro- 
grams. These things will insure 
fish and game supplies for the 
future and will help to insure your 
sporting goods business. 

Of course there are problems 
within the industry, but these can 
be solved. Since the advent of the 
Tydings-Miller Law. I have been 
trying to get the arms manufac- 
turers to take advantage of the 
protection offered by this law. 
Manufacturers are worried about 
the gun business. They know 
hardware dealers do not carry 
very many new guns in stock. My 
contention is that the only reason 
dealers do not carry them is that 
an adequate profit cannot be 
made. Some manufacturers claim 
that fair trade contracts would be 
too hard a problem to police. 
Some manufacturers say that deal- 
ers are not interested in stocking 

(Continued on page 71) 





SIDEWALL CUTLERY DISPLAY UNIT 





This section developed by Hibbard, Spencer, Bartlett & Co., Chi- 
cago, Ill., makes use of panel doors, open case, and ledge displays 
to present a variety of merchandise in an unique and effective way. 
Cutlery shown in this fixture will always be seen by the customer. 
The background of the fixture is a beautiful pastel shade of blue 


and chromium molding is used around the sample doors. 


Stocks 


of items shown on panels are found behind the doors. Shelves in 


the open case section in the center are adjustable. 
support the merchandise display. 


Glass shelves 
The company has applied for a 


design copyright on the unit. 
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How a Manufacturer’s Representative Should Conduct 


A Sales Meeting 


He should be able to present all 
facts regarding company, product, 
consumers and selling arguments 


By HESKET H. KUHN* 


Hardware & Supply Company, 
Akron, Ohio 


QO UR sales meetings 


are held on Friday evening at 7:30 
and they last from one to two hours. 
I attend them all, and am fre- 
quently reminded of the statement 
attributed to Horace Mann which 
most of you read in your school 
books. You remember he said 
“Lost, yesterday somewhere be- 
tween sunrise and sunset, two 
golden hours, each set with sixty 
diamond minutes. No reward is 
offered for they are gone forever.” 

On my way home, after a meet- 
ing, 1 change this sometimes to 
read “Lost, this evening, etc.” I 
have a home, wife and daughter, 
and a few good books. I should 
much prefer spending the evening 
there than wasting it in a sales 
meeting. 

Waste it? Yes, 75 per cent of 
our meetings should not be held. 
There is one of two reasons for 
their failure. Either the speaker 
does not know his subject or, if he 
does, he lacks the ability to put it 
over. 

You manufacturers are smarter 
than we distributors. You net 10 
to 25 per cent in your business, 
We try to make 1 to 5 per cent in 
ours. I respect you, and, there- 

*Presented at the Triple Mill Sup- 


ply Convention, Dallas, Texas, April 
22-24, 1940. 
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fore, do not presume to criticize 
you, but I am your salesman and 
it is your obligation to teach me 
how to sell your product. 

Many of you represent the 25 
per cent who do a good job in in- 
forming your distributors on your 
product, but possibly in your re- 
spective industries there are some 
who do not; therefore, I hope you 
will carry this message back to 
them. 


Mental Arithmetic 


I wonder if you would be good 
enough to follow me in a little 
problem of arithmetic? Assuming 
there is a sales manager of a cer- 
tain company who is thoroughly 
familiar with his product and 
understands the proper method of 
conveying his message to the dis- 
tributor. He has five salesmen to 
whom he imparts this information. 
Each salesman has 40 distributors. 
therefore, his company contacts 
200 distributors. Statements have 
been made that there are some- 
where between 400 and 1800 dis- 
tributors in the United States, and 
if we only take 200 we are being 
conservative. Each of the 200 dis- 
tributors has ten salesmen, making 
a total of 2000. If the five manu- 





HESKET H. KUHN 


facturer salesmen do a good job 
in instructing, we now have 2000 
salesmen carrying a message to the 
consumer. Each of the 2000 has 
15 industrial accounts, making a 
total of 30,000. Each of these ac- 
counts has at least two men who 
should be properly informed, the 
purchasing agent and the superin- 
tendent or shop maintenance man. 

Now, just think of this. If one 
man does his job, and everyone 
through this chain is equally pro- 
ficient. you will have 60,000 indi- 
viduals thoroughly familiar with 
your product. 

To do your job of instruction or 
education, you should know some- 
thing about the man to whom vou 
talk. Who is the average mill sup- 
ply salesman? He. in all prob- 
ability. came up from‘the ranks. 
starting as a voung man in the 
warehouse. later working on a 
sales desk or the service floor. and 
then one day was given a catalog 
with the statement. “now vou are 
a salesman.” 

He has the equivalent of a high 
school education. He did not go to 
college. He has little technical 
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knowledge of the things he sells, 
therefore, instruction must be 
given to him in understandable 
language. He knows a little about 
many things, but not much about 
anything. He has never studied 
salesmanship, but follows that 
basic principle taught in all sales- 
manship courses of selling things 
about which he knows the most. 
Without attempting to be sar- 
castic or ridiculous, I shall relate 
a few experiences we have had in 
our own company. These are ac- 
tual and while I do not want to 
embarrass anyone in this meeting, 
I could give the names of the in- 
dividuals, their 
dates when each of these occurred. 


companies and 


Information Lacking 


No. 1. For a long time we real- 
ized there was a demand for a 
certain product and finally a manu- 
facturer put on the market a line 
of merchandise which filled this 
demand. We were approached with 
& proposition, accepted it, pur- 
chased a stock and invited a repre- 
sentative to appear before our 
sales force to acquaint them with 
the line. We moved a display ap- 
paratus into our sales room on the 
evening of the meeting. I stated 
to our salesmen that I felt there 
was a market for this product, we 
had purchased a stock and paid 
for it, and we had requested the 
factory to send a representative to 
speak to us. With a little more 
build-up, I introduced him, and 
here is what he did. He never rose 
from his chair but leisurely took a 
pack of cigarettes from his pocket, 
lighted one, exhaled a mouthful of 
smoke, then pointing toward his 
product, he opened his sales in- 
struction talk with these words, 
“There it is. There really isn’t 
much to say about it, but I will be 
glad to answer any questions.” 

Not one word about the hours 
someone spent in a laboratory or 
the technical department of his 
factory, Not one word about the 
romance of developing this line. 
Just, “There it is. There really isn’t 
much to say about it.” No helpful 
information. He did not give us 
one fundamental answer to “What 
is it?”, “Who uses it?”, “How do 
we sell it?” 


No. 2. This night we had all of 
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our salesmen which included the 
industrial supply, electrical, plumb- 
ing, automotive and contractors’ 
departments as all of these sales- 
men have customers for this line. 
Some 60 men, including our desk 
force, were assembled in our sales 
room. Here is what this fellow did. 
He picked up the product and 
sprawled over the top of the table 
which was in front of him, and 
said “I am here to tell yous all 
about this, Now, what do you 
want to know?” No preparation, 
apparently no instructions from 
his home office, a man who seemed 
to have the technical knowledge 
but not the slightest idea how to 
impart it to our men. 

No. 3. This night only our in- 
dustrial supply salesmen were 
present. We all sat around a long 
table and hoped to have a rather 
informal but interesting meeting. 
In our sales force we have a man, 
well past fifty, but is that type of 
individual who still wants to keep 
himself looking young and does a 
rather good job of it. Now, please 
remember this fact, the man is. in 
his opinion, still young. 

When it came time for the fac- 
tory representative to talk, he 
stated that he would attempt to sell 
us his product, and he carefully 
looked around the table and 
picked out this particular indi- 
vidual and by the use of one word 
ruined the whole evening. He 
pointed at this man and said “I 
am going to talk to you, Dad.” 
and throughout his talk, every few 
minutes, he would say “Dad.” 
Everyone was so amused at this 
that no good came from the meet- 


ing. 
No Samples 


No. 4. A representative appeared 
one night to talk on a_ product 
which could be easily taken apart 
and the various parts thoroughly 
discussed, but he brought no 
samples with him, and all through 
his meeting he would continually 
say, “If I had it here, it would look 
like this,” etc. This meeting was 
a complete failure. 

No. 5. You will not believe this 
but a man appeared one night to 
outline the advantages of his com- 
pany’s new catalog and brought 
none with him, nor did we have 
any. You can well imagine how 





much good we received from that 


meeting. 

No. 6. And last, a steel product, 
which is used in all shops where 
machinery is processed or as- 
sembled, was described in such 
highly technical terms that at the 
close of the meeting, which was 
about one and a half hours long, 
our men had heard so much of 
Brinell hardness and other tech- 
nical data that they were confused 
rather than instructed when the 
meeting was over. 

This is not funny, gentlemen; 
this is serious. Here is what | 
want you to do when you send 
men to our place to conduct a sales 
meeting. I want you to train your 
salesmen or the individual who 
holds our meetings to the point 
where he can intelligently present 
his story. 


Tell the Facts! 


In a few words, he should give 
us the facts about his company, its 
history, organization and owner- 
ship. He should be able to do this 
in one or two minutes. We should 
like to know the position of the 
company in the industry. Are they 
first or tenth in size? We want to 
know something about the finan- 
cial responsibility. You ask us for 
our statement, we want to know if 
you are financially responsible. 
thereby giving us some assurance 
that you will live up to your obli- 
gations. 

Your man should demonstrate 
samples when possible and be par- 
ticularly certain to discuss in 
simple language the physical prop- 
erties of it. 

He should outline your sales 
arguments to be used in combat- 
ing your competitors. Not that we 
want to tear down your competi- 
tion, but we want to know the ad- 
vantages of your product over the 
other fellows’. 

He should tell us the type of con- 
sumer that uses your product, 
and if he is familiar with those in 
our territory he should be specific 
and give us their names. 

Please remember we want to 
know all about your product, the 
type of customer or industry who 
should be in the market for it, and 
all of the sales data and informa- 


tion necessary to sell it intelli- 
gently. 
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A NEW PADLOCK 
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—embodying all the fine features that are 
making Eagle locks the talk of the Hardware 
industry! 


CRAFTSMANSHIP 


Solid extruded brass body, case hardened steel 
shackle, special hard brass keys. 


QUALITY 


Case highly polished and lacquered with water 
drain hole, cadmium plated self-locking 
shackle, milled keys. 


SECURITY 


Five pin tumblers — practically unlimited key 
changes. Can be master-keyed. 


ISMED 1833 


Look for the Eagle trade 
mark 


on each padlock and key. 







$1.00 SELLER 


SEE YOUR JOBBER 
FOR PRICES 











Stop, Look and Listen— 





M, 


in every issue of Hardware Age. 
ments under Positions Wanted, Help Wanted, Accounts 





It is said: “Opportunity 
That 


depends upon the “door”. 


knocks but once!” 


CLASSIFIED coo 3 
OPPORTUNITIES DEPARTMENT) Mm | | 


Here the advertise- 











Opportunity is constantly ie: - 
knocking at the door labeled ‘s — 
a 








Wanted, Sales Representatives Wanted and Business ' ee ee 


Opportunities are proving real opportunities for hardwae 
men who are looking for help as well as those who are 


seeking positions. 


Send your copy with remittance to— 


HARDWARE AGE 


100 East 42nd St. + New York, N. Y. 


Classified Opportunities Dept. 


UNITED STOVE CO., 











SAVOIL RANGE No. C552C—This is one 
of over 50 Kerosene Ranges, Stoves, Heaters. 
Send for new 48 page catalog. 


YPSILANTI 
MICHIGAN 
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ACATIONS 


that hardware jobbers’ buyers are plan- 
ning--when and where they are going and 
what they are going to do. Compiled by 
Hardware Age as a service to its readers 


Arkansas 


TEXARKANA: Buhrman-Pharr Hdwe. Co., L. H. 
RENNEKER, buyer of builders’ hardware, plumbing. 
and electrical supplies, on vacation July 13-22. 


California 


LOS ANGELES: Hoffman Hdwe. Co., R. E. Mce- 
GREGOR, buyer of electrical goods, sporting goods, 
and cutlery, on vacation, Sept. 9-Sept. 19, motoring to 
World’s Fair, San Francisco. 

California Hdwe. Co., F. J. ANGEL, buyer of sport- 
ing goods, on vacation July 20- Aug. 5, motoring to 
Glazier National Park, fishing and sightseeing. 

Harper & Reynolds Corp., C. H. HOBSON, buyer of 
heavy hardware, tools, and housewares, on vacation Aug. 
14-26, motoring to the Northwest, including Spokane and 
Seattle, on a sightseeing trip. 


SAN DIEGO: Western Metal Supply Co., R. P. 
JEWETT, buyer of fishing tackle, toys, playing cards, 
athletic goods, guns and ammunition, beach equip- 
ment, adult games, golf, furniture, pocket knives, and 
canvas shoes, on vacation, Aug. 15-Sept. 3, by train to 
Mexico City. 


Colorado 
DENVER: Morey Mercantile Co., E. O. HENDER- 


SHOT, buyer of general hardware, house furnishings. 
sporting goods, paint, woodenware, electrical, paper 
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items, jars, polishes, on vacation Aug. 3-19, motoring to 
Southwest. 





PUEBLO: Holmes Hdwe. Co., H. L. STOWE, buyer 
of sporting goods, stoves, housewares, on vacation Aug. 
6-16, motoring to Colorado National Parks for trout 


fishing. 


Connecticut 


BRIDGEPORT: The Smith-Comstock Co., Inc., 
GEORGE E. ROWLAND, buyer of general lines, on 
vacation Oct. 15-25, motoring to the Adirondacks at 
Potsdam, N. Y., for deer and bear hunting. 


Florida 


MIAMI: Frank T. Budge Co., MRS. MABEL 
BOOBYER, buyer of housewares, china, glass, gifts, 
small electrical appliances, on vacation July 1-15, by 
train to Chicago, IIl., including a visit to the Merchan- 
dise Mart. 





TAMPA: Knight & Wall Co., F. CARTER, buyer of 
paint and kindred items, on vacation Aug. 19-Sept. 16, 
motoring to North Carolina. 


Georgia 
ATLANTA: King Hardware Co., JEFF HUTCH- 
INGS, buyer of automotive, radio, plumbing equipment. 
electrical goods, on vacation July 13-25, motoring to the 
mountains for the fishing. 
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Illinois 


CHICAGO: Hibbard, Spencer, Bartlett & Co., W. M. 
STEWART, buyer of woodenware, twin and cord, paper, 
food and meat choppers, baskets, dinnerware, and 
lamps, and lanterns, on vacation July 13-29, motoring 
to Ephraim, Wis., golfing, fishing, sailing, swimming, etc. 


QUINCY: Tenk Hdwe. Co., F. B. WENSING, sales 
manager, major appliances, paint, cutlery, arms and 
ammunition, on vacation Aug. 5-Aug. 12, motoring to 
Lake of the Ozarks for fishing. 


Indiana 


INDIANAPOLIS: Van Camp Hdwe. & Iron Co., C. 
R. VOGELSANG, buyer of tools, rope, wire products 
and wire cloth, and lawn mowers, on vacation July 29- 
Aug. 12, motoring. S. E. McNEELY, buyer of elec- 
trical, radio, auto, and cutlery, on vacation, July 15- 
Aug. 5, motoring to the Ozarks. F. S. GREENLEAF, 
buyer of bicycles, tackle, summer sports and skates, 
fall and winter sports, skis, arms and ammunition, and 
canvas goods, on vacation, Sept. 23-Oct. 7, motoring to 
Wisconsin for the fishing. 


Kansas 


ATCHISON: Blish, Mize & Silliman Hdwe. Co., R. E. 
MICHAELS, buyer of firearms and ammunition, sport- 
ing goods and auto accessories, on vacation Aug. 17,24. 
by airplane to Vandalia, Dayton, Ohio, for the Grand 
American Trapshooting Tournament. 


Kentucky 


ASHLAND: Ben Williamson & Co., Inc., MILLARD 
M. DEERFIELD, buyer of electrical wiring devices. 
electric fans, and electric lighting fixtures. on vacation 
Aug. 16-25, motoring to New York City, visiting World’s 
Fair. 

LOUISVILLE: Peaslee-Gaulbert Corp., Inc., C. V. 
WILSON, buyer of all furniture and stove lines, on vaca- 
tion Aug. 8-Sept. 1, motoring to the Wisconsin woods, for 
training with field artillery of National Guard. 

Stratton & Terstegge Co., Inc., M. V. HODAPP, buyer 
of heavy hardware, tinners’ supplies, stoves, furnaces, 
and furniture, on vacation July 3l-Aug. 14, motoring to 
Michigan for the fishing. 


Louisiana 
NEW ORLEANS: A. Baldwin & Co., Inc., D. A. 
TICKELL, buyer of builders’ hardware, electrical fix- 
tures and supplies, plumbing fixtures and supplies, on 
vacation July 11-25, motoring to San Antonio, Tex. 


Maine 


HOULTON: Almon H. Fogg Co., O. B. SMART, on 
vacation Aug. 18-Sept. 3, at Eastern Grand Lake. 


PORTLAND: Edwards & Walker Co., N. A. DOUG- 
LAS, buyer of general sporting goods, on vacation, Oct. 


19-Nov. 4. 


Maryland 
BALTIMORE: The Volke Co., ERIC ARLT, buyer 
of hardware, housefurnishings, electrical, on vacation 
Aug. 4-Sept. 3, motoring and resting. 


Michigan 
BAY CITY: Bay City Hdwe. Co., F. H. STOVER, 
buyer of sporting goods, electrical equipment and some 
hardware, on vacation Aug. 5-24, motoring to northern 
Michigan for loafing and fishing. 


DETROIT: Buhl Sons Co., G. M. PRATT, buyer of 
oils, spark plugs, tires, batteries, lamps, on vacation, 
Aug. 2-19, motoring to northern Michigan for golf, fish- 


ing, and rest. 


SAGINAW: Saginaw Hdwe Co., T. M. WAGER, buyer 
of fishing tackle, sporting goods, pipe fittings, drills and 
reamers, and precision tools, on vacation June 17-27, 
motoring to northern Michigan. 


Missouri 


KANSAS CITY: Richards & Conover Hdwe. Co., E. 
H. HAMILTON, buyer of toys, sporting goods, wheel 
goods, cutlery, glassware, dinnerware, arms, ammuni- 
tion, harness, luggage. leather goods, etc., on vacation 
July 6 to 15 or 20. 


ST. JOSEPH: Wyeth Hdye. & Mfg. Co., M. G. ERFF- 
MEYER, buyer of saddlery, on vacation July 26-Aug. 
12, in Wisconsin. 


(Continued on page 55) 
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READ IT IN HARDWARE 


“DEFENSE” ACT INCREASES RATE ON FIREARMS, 
REFRIGERATORS, RADIOS AND AUTO ACCESSORIES 
National debt limit boosted to $49,000,000,000. Present 


trend is indicative of future high taxes with threat 
of excess profits tax seen as “just around the corner.” 


W. MOFFETT 
Representative 


AGE 


By L. 
Washington 
of HARDWARE 


The new “defense” tax act, 
effective July 1, increased the 
rate on firearms, shells, pistols 
and revolvers 1 per cent to 1] 
per cent; on mechanical refrig- 
1 cent to 5% per 
tires, 


2 per 
cent; automobile 
fourth of one cent to 2% cents: 
tubes, one-half 
on automobile 


erators, 
on one- 
on automobile 
cent to 1%, cents; 
parts and accessories, '% per 
cent to 5% per cent. 

Revenue from these higher ex 
cise taxes for the fiscal year 194] 
is estimated in millions of dol 
lars as follows: 


Firearms, shells, pistols and 
revolvers 

Mechanical refrigerators 1.0 

Tires and inner tubes 1.6 


Auto parts and accessories 2.4 
Radios off 
The law is obviously only a 


political activity, attuned to the 
present Presidential campaign. 
In the face of a national defense 
appropriations that may well 
reach the stupendous total of 
$12,000,000,000 before the 
ent session is over, the “defense” 


pres- 


law is estimated to raise a mere 
$994,300,000 a year to “defray” 
the cost of the increased defense 


may be wished on the new Con- 
gress when it meets in January. 
In any event the job is definitely 
decided on. And not only will 
the taxes be kited, but they are 
to be retroactive. They are to be 
applied to 1940 incomes. 

That an excess profits tax is 
just around the corner was 
clearly seen in a joint resolution 
adopted by the tax conferees. 
The resolution said that the 
members were “firmly of 


the | 


opinion that an excise-profits tax | 


be enacted as soon as 


should 


| possible, and to be made appli- 


| Treasury 


cable to the calendar year 1940 
and all taxable years beginning 
in 1940, and to all subsequent 
The conferees asked the 

Department to submit 
to the Senate and House commit- 
tees not later than Oct. 1 a plan 
for such tax together with sup- 
porting data and drafts for pro- 
posed legislation. The next tax 
bill is expected to make provi- 


years.” 


| sion for amortizing or depreciat- 


program. This sum is equivalent | 


to less than one-third of the an- 
nual “peace-time” deficits that 
have piled up during each of the 
past seven years when, as in pre- 
vious administrations, prepared- 
has been all but disre- 
garded. 

The new tax act, which boosts 
the national debt limit from $45,- 
000,000,0000 to $49,000,000,000, 
is admittedly only a 
raiser. Heavy levies, such as this 
country never before experienced, 
not excluding the World War 
taxes, are coming after election. 
They may be taken up by the 
present hangover Congress im- 
mediately after election, assum- 
ing that it reconvenes, or the job 


ness 
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curtain | 


whose installation 
by reason of 


ing property 
is made necessary 
defense contracts. 
Significant of high taxes that 
will be assessed is the trend that 
shown in the bill just en- 
acted. The sky-high taxes were 
thrown out after having been put 
in as amendments in the Senate. 
That these taxes will be restored 
in detail in the next law is not 
probable. But that taxes not 
much milder are in the offing is 
quite likely. 
Containing both 
and temporary revisions in the 


was 


perma nent 


revenue law, the new tax act 
broadens the income tax base 
and adds more than 2,000,000 


new taxpayers to the federal in- 
come tax rolls and stipulates that 
a general increase be made in 
surtaxes on individual incomes 
above $6,000 a year. The pres- 
ent rate of 10 per cent in the 
case of dividends is increased to 
15 per cent and the tax rate on 
other fixed or determinable in- 
come remains at 15 per cent. 
Since these taxes are withheld at 


the source, in many cases it is 


| ning after Dec. 31, 1939. 


impossible for the withholding 
agent to determine whether the 


income is to go to a corporation | 


or an individual. 
Eliminated was the 

La Follette amendment, 

which an excess profits tax for 


corporations would have been 





| 
so-called 
under | 


levied for taxable years begin- | 


amendment, roughly calculated 
to produce more than $400,000,- 
000 a year, would have taxed 
corporations at the rate of 20 per 
cent of net income in excess of 
8 per cent of invested capital, 
plus a_ specific exemption of 
$3,000, this rate to apply on the 
excess up to 20 per cent of in- 
vested capital, with a rate of 40 
per cent on net income in excess 


| of 20 per cent of the invested 


capital. 
Also thrown overboard was the 
war profits tax amendment spon- 


| sored by Senator Tom Connally, 


Democrat of Texas. This amend- 
ment would provide high taxes 
for both individuals and corpora- 
tions after a declaration of war 
by Congress and a determination 
by Congress that such state of 
war creates a_ grave national 
emergency. The proposed taxes, 
to continue for the duration of 
the war and until Congress de- 
clared the emergency at an end, 


This | 





| would levy a 22 per cent tax on | 
corporations with normal tax net | 


incomes of over $25,000. 

For corporations with less in- 
come the rate would be 14% per 
cent on amounts not in excess of 
$5,000; 16 per cent on $5,000 to 
$20,000 and 18 per cent on $20,- 
000 to $50,000, with a provision 
to smooth out the rate for in- 
comes in -the neighborhood of 
$25,000. 


CONN. MFRS. ASSOCIATION 
IN NEW QUARTERS 


The Manufacturers 
tion of Connecticut has moved 
its offices from 50 Lewis St., 
Hartford, Conn., to 436 Capitol 
Ave. 


Associa- 








A. B. PURSLEY 


PURSLEY HEADS DISTRICT 
FOR HORTON MFG. CO. 


Horton Manufacturing Co.. 
Fort Wayne, Ind., has announced 
that a new division manager has 
been appointed for the northern 
California territory. This is a 
promotion for A. B. Pursley who 
was formerly under the super- 
vision of Frank Wallace, district 


manager at Los Angeles. Mr. 
Pursley now becomes district 
manager of the northern Cali- 


fornia territory with headquarters 
at 500 Minnesota St., San Fran- 
cisco. Mr. Pursley has been as- 
sociated with the home laundry 
equipment business since 1932 
and his experience includes retail 
sales, jobbers’ representatives. 
and factory field selling. He is 
well known throughout his ter- 


ritory. 


WESTINGHOUSE LAMP 

EXECUTIVES ADVANCED 

A. E. Snyder, former general 
sales manager, has been pro- 
moted to assistant general man- 
ager of the Westinghouse Lamp 
Division with headquarters in 
New York City. B. H. Sullivan 
succeeds Mr. Snyder and is suc- 
ceeded in turn by Leon S. Pale- 
tou as manager of the Middle 
Western district at Chicago. 
Charles A. Conklin succeeds Mr. 
Paletou as southern district man- 
ager and R. E. Ebersole, for- 
merly New York metropolitan 
branch manager for the North- 
eastern district succeeds Mr. 
Conklin as metropolitan man- 
ager. 
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AGE WHILE IT’S NEWS 


STOCKHOLDERS VOTE APPROVAL OF SIMMONS 
PURCHASE BY SHAPLEIGH HDWE. CO. 


L. E. Crandall, Simmons president, becomes 


a vice-president 


of Shapleigh Hdwe. 


Co. 


B. F. Connolly is now an assistant-secretary. 


The stockholders of the Sim- 
mons Hardware and Paint Corp. 
at a meeting on June 21, 1940, | 


voted by a substantial majority 





L. E. CRANDALL 


| the Simmons paint lines will be | 


| of business a great many of the 
| office 


to declare effective the contract | 


providing for the sale of the 


assets of the Simmons Hardware | 
Company, the Mound City Paint } 


and the 
Company, 


Color Company 
Warehouse 


and 
Simmons 


to the Shapleigh Hardware Com- | 


pany, St. Louis, Mo. 

On July 1, 1940, L. E. 
Crandall, former president of the 
Simmons Companies, became as- 
sociated with the Shapleigh 
Hardware Company in the ca- 
pacity of a vice-president. Bur- 
ton F. Connolly, a director of the 
Shapleigh Hardware 


Company | 


and actively associated with the | 


company for many 
been elected an assistant 
tary of the company. 
The Shapleigh Hardware Com- 
pany has leased the premises oc- 


years, 


cupied by the Simmons Com- 
panies and other _ buildings 
adjacent thereto. It will move 


its offices and merchandise stock 
to the quarters at Ninth and 


has | 


secre- | 


Spruce Streets as rapidly as is | 


practicable. Operations, with all 
buildings connecting, sufficient 
railway trackage, parking space 


and facilities for trucks, will sim- | 
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plify handling problems and 
benefit our customers. 
Trade-mark lines featured by 


the Simmons Companies will be 
continued. Lines for 


which a | 


profitable demand has been estab- | 


lished, not heretofore carried by 


the Shapleigh Hardware Com- 
pany, will be continued. The 
Mound City Paint and Color 


Company will operate as under 
former Simmons management and | 


The Simmons 
will join 


sold as heretofore. 
promotion department 
the Shapleigh company. 
Over 100 former Simmons sales- 
men have been added to the 
Shapleigh force. In order to 
take care of the increased volume 


and warehouse personnel 
of the Simmons Companies have 
heen employed. 

Also beginning July 1, 1940, 
the Shapleigh representatives are 
presenting to the trade these 
combined lines through — the 
medium of a new salesmen’s cata- 
log which includes both Shap- 
leigh’s complete and the 
principal lines of the Simmons 
Hardware Company. 


lines 


Mr. Crandall’s new connection 


will be a matter of interest to | 





B. F. CONNOLLY 


his many friends in the trade. 
He was first connected with Sim- 
mons Hardware Company in 
1907. when he was employed as | 
a traveling salesman. His work | 


| tion. In 


in this capacity was such as to 


speedily bring recognition of his 
ability and he was called into 
the house and made a sales man- 
ager in charge of the states of 
Illinois, Iowa, Indiana and Wis- 
consin. It was not long until 
he became a vice-president and 
general sales manager of 
company. 

When the Simmons Hardware 
Company was purchased by the 
Winchester Re peating Arms 
Company in 1922, Mr. Crandall 
of operations of the Simmons 
division in New Haven. In 1924 
tendered his resignation to 
become vice-president’ of — the 
Wickwire-Spencer Steel Corpora- 
1929 he became asso- 
John Nickerson & 


he 


ciated with 


the | 


| was made vice-president in charge | 


Company, bankers, of New York, | 


as resident manager of their 
Washington branch. 

His love of the hardware busi- 
ness, however, resulted in his 
return to Simmons Hardware 
Company in 1930, at which time 
vice-president and 
December, 


he became 
general manager. In 
1932, he was elected president of 
the Associated Simmons Hard- 
ware Companies, succeeding C. D. 
Smiley, Jr. In 1933 he became 
president and trustee of the As- 
sociated Simmons Hardware Com- 
panies and at the time of the 
reorganization in 1934, he was 
re-elected president of the Asso- 
ciated Simmons Hardware Com- 


panies. 

Mr. Connolly entered the em- 
ploy of Shapleigh Hardware 
Company in 1910, as his first 


| venture into the business world 


and has been with this company 
continuously, except while <erv- 


| ing overseas in the World War. 


He started as a price clerk and 
in 1919 became manager of the 
billing department. Later, as ‘ts 
industrial engineer, he had the 
unique experience of working in 
every department of the business. 
In January, 1931, he was elected 





HICKEY BECOMES SAVAGE 
ARMS CORP. PRESIDENT 


F. F. Hickey, formerly vice 
president of the Savage Arms 
Corp., Utica, N. Y., has been 
elected president of the com 





F. F. HICKEY 


pany. W. W. L. Wright, who re 
president, has been 


Mr. Hickey 


signed as 


elected chairman. 


| will continue to make his head- 


quarters at Utica, N. Y., and Mr. 
Wright at New York City. 

Other new officers of the Sav- 
age Arms Corp. are: E. A. Mac- 
Donald, formerly secretary and 
treasurer, now vice-president and 
treasurer; G. T. Wood, formerly 
treasurer and assistant 
has been elected 

Noble Davidson, for- 
merly manager, is now 
general manager. F. R. Phillips 
continues as vice-president. 

Mr. Hickey from 1908 to 1915 
was associated with the J. Stey 
ens Arms Co. of Chicopee Falls, 
Mass. From 1915 to 1920 he was 
assistant general superintendent 
of the New England Westing- 
house Co... manufacturer of 
Browning machine guns for the 
United States. He was appointed 
works manager of the J. Stevens 
Arms Co. division of Savage 
Arms Corp. in 1921 and 
years later was appointed general 


assistant 
secretary, 
G. 


works 


sec- 


retary. 


six 


| manager of Savage at Utica. In 


1939 he was elected a 
Mr. Hickey since 


June of 


vice-president. 


| 1936 has been a member of the 
a member of the board of direc- | board of directors of the Savage 


Arms Corp. 
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Cc. M. ROBERTS 


D. C. CUNNINGHAM 


EASY WASHING MACHINE ANNOUNCES 
DIVISIONAL SALES APPOINTMENTS 


J. J. Nance, general sales 
manager of the Easy Washing 


Machine Corp., Syracuse, N. Y., 
announces the appointment of 
C. M. Roberts as divisional sales 


manager of the “Easy” northern 
division. 

Mr. Roberts has long been 
associated with the home laun- 


dry appliance business, most re- 
cently having been in charge of 
the Maytag Company’s Philadel- 
phia branch. He will headquar- 
ter in Minneapolis, from which 
point he will manage “Easy” sales 
the Wis. 
consin, Minnesota and Iowa. 
Mr. Nance also announces the 
appointment of D. C. Cunning- 
ham as divisional sales manager 
of the southeastern division with 
Atlanta. Mr. 
been with 


activities in states of 


headquarters in 

Cunningham has 
“Easy” many years, having served 
formerly as manager of the com- 
pany’s midwestern and northern 


div isions, 


I. W. Shipp has been promoted 
to the divisional sales 
manager in the southern division. 
Mr. Shipp has been with the 
| “Easy” sales organization for 
| several years, and for five years 
assistant to the southern 
manager. 


post of 


| was 


divisional sales 


MOSSBERG HAS WEST 
COAST SERVICE STATION 


Announcement has been made 
by O. F. Mossberg & Sons, Inc., 
New Haven, Conn., of the ap- 
pointment of Pacific Gun Sight 
| Co., 355 Hayes Street, San Fran- 

cisco, as Mossberg “Service Sta- 
for the West Coast area. 
arrangement provides that 


tion” 
The 


Pacific Gun Sight Co. will supply 


} 

parts and handle repairs on all 
| Mossberg rifles, shotguns and 
telescopes and will sub ware- 


house telescopes and the Moss- 
berg left hand rifle, Model L42A. 
Only L.C.L. 





shipments will be | 


a 


I. W. SHIPP 


made from the sub warehouse to 
established Mossberg distrib- 
utors, but this will give them the 
benefits of lowest possible freight 
rates on rush season, emergency 
orders for these items. Invoicing 
of repairs and parts will be han- 
dled direct by Pacific Gun Sight 


Co. at the usual Mossberg dis- | 


counts. Shipments from the sub 
warehouse will be invoiced from 
the factory. 


“LAD-R-SHU” ADDED TO 
“RED DEVIL” LINE 


Landon P. Smith, Inc., Ir- 
vington, N. J., manufacturer of 
“Red Devil” painters’ and gla- 
ziers’ tools and equipment and 
various other hardware items, 
has announced the purchase 
of the Ladder-Shu Co., Rock- 
ford Ill. The purchase _ in- 
cludes tools, dies and complete 
rights to manufacture and dis- 
tribute the patented “Lad-R- 
Shu”, a device designed for the 
comfort and safety of men sub- 
ject to dangers and discomfort 
of ladder work. 


| 
| 
| 
| 


| 


| Company: 


| pointed 


NEW DIRECTORS FOR 
SARGENT & CO. 


P. E. Barth, president and 
general manager of Sargent & 
Company, New Haven, Conn., 


announces that at the board of 


directors’ meeting of the com- 
pany, held on June 14, the 
following were elected to the 


| board of directors of Sargent & 


Harold’ A. Parks, 
C. Forbes Sargent and Thomas 
D. Sargent. 


H. M. PARSONS MANAGES 


“UNIVERSAL” DIVISION 
H. M. 


Parsons has been 
sales manager of 


ap- 
the 


| electric range and water division 


| of Landers Frary & Clark, New 


| Britain, Conn. Mr. Parsons, who 
| formerly was an official of the 








company and sales manager of 
the electric appliance division, 
resigned as manager of the range 
department of the Kelvinator 
Division Nash-Kelvinator Corp., 
Detroit, Mich., to rejoin Landers, 
Frary & Clark. 

W. J. Cashman, for several 
years a major appliance sales ex- 
ecutive with the Universal Com- 
pany, has been appointed sales 
promotion manager of all its ma- 
jor appliances. 


RAWLPLUG DISTRIBUTOR 
FOR NEBRASKA 


The Rawilplug, Inc., 98 La- 
fayette St., New York City, has 
appointed Construction Products 
Co., 13th and Grace Sts., Oma- 
ha, Neb., as general manager. 
This new distributor will carry 
a complete line of anchorage de- 
vices made by the Rawlplug Co. 
as well as its drills and acces- 
sories and will operate as the 
Rawlplug Omaha Company. 





National Screw & Mfg. Co. Holds Sales Meeting 





The camera caught these sales representatives of The National Screw & Mfg. Co., Cleveland, Ohio, at a recent three day sales 
meeting of the company held in the Cleveland Club. All the company’s salesmen attended, including William R. Patterson, south- 
This was the first of these meetings since H. P. Ladds became 
president. It proved to be an opportunity to acquaint the representatives with the many improvements made under Mr. Ladd’s 
leadership. The final afternoon of the meeting was devoted to golf with Dan Zehrung, controller, carrying off the honors. 


ern representative, and Fred Wising, San Francisco representative. 
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CONGOLEUM-NAIRN EXTENDS DISCOUNTS 
TO PROVIDE FOR SEASON REFUNDS 


4 further development of 
Congoleum-Nairn’s unit-shipment 
discount policy effective July 1, 
1940, provides for season refunds 
up to 5 per cent on all felt base 

(excluding unit-ship- 
according to announce- 
ment made recently at Con- 
goleum-Nairn’s special pre-open- 
ing meeting for branch managers 
and assistants at the general sales 
office, Kearny, New Jersey. In 
connection with this latest policy 
development, L. R. Waters, vice- 
president in charge of sales, 
made the following statement: 


products 
ments) 


“Certainly one of the most im- 
portant factors in the successful 
distribution of floor coverings 
by wholesalers and dealers lies 
in the policy under which such 
goods are distributed in volume. 
A policy proposing profits which 
in any considerable degree are 
only theoretical fails to supply 
the solid support needed to sus- 
tain aggressive effort. It is be- 
lieved that Congoleum-Nairn 
wholesalers and dealers will find 
our policy for the new season a 
most constructive and_profit- 
bearing merchandising plan.” 

Beginning July 1, if the deal- 
total purchases 
goleum-Nairn products 
the fall season amount to 
more quantity rodls, he will re- 
ceive season refund, according to 
the following schedule, on Felt 
Base shipments of less than $60 

as well as on all shipments of 


er’s of Con- 
during | 


50 or 


Nairn Linoleum (Cut orders and | 


Contract Linoleum excepted) : 
If purchase of all Congoleum- 
Nairn products total: 50 quantity 
rolls, 100 quantity 
150 quantity 
200 quantity 


2 per cent; 
3 per 
4 per cent; 


rolls, 
rolls, 
rolls, 


cent; 


5 per cent. 





The dealer’s total purchases of 
all Congoleum-Nairn 
during the season 
Nairn Linoleum, Nairn Sundries 
and all Congoleum-Nairn Felt 
Base products, including unit- 
shipments—will count in deter- 
mining the dealer’s earned rate 
of season refund. 

Under this new development in 
Congoleum-Nairn’s “More Profit” 
policy, the dealer will be paid 
this earned rate of season refund 
on the felt base which he pur- 
chases in less than $60 shipments. 
Thus on unit-shipments of felt 
base he earns the 3 or 5 per cent 
unit-shipment discount right on 
of the 
purchases (on which no 


the face invoice, or on 
“fill-in” 
unit-shipment 
lowed) he will receive at the end 
of the season the rate of season 
determined by his total 
Congoleum-Nairn 


discount is al- 


refund 
purchases of 
products. 


| 


products | 
comprising 








Under the new discount policy, | 


the dealer may buy the bulk of 
his purchases in unit-shipments, 
thus taking advantage of the 
unit-shipment discounts right on 


| the face of the invoice, while on 


this “fill-in” 


orders he will re- 
ceive the season refund of 2, 3, 
4 or 5 per cent at the close of 
the season, 
quantity of all Congoleum-Nairn 
products he purchases. These 
discounts are in addition to the 
regular 10 per cent trade dis- 
counts. 

Another important feature oi 
the new policy is that every pur- 
chase of Nairn Linoleum and 
other Congoleum-Nairn commod- 
ities helps to increase the deal- 


er’s profit on Congoleum-Nairn 


| Felt Base products. 





Officers of The Hardware Trade Association of New York, at 
the group's golf outing banquet, held June 18, at the St. Albans 
Golf Club, St. Albans, N. Y., as reported in the June 27 issue of 


Harpware AGE on page 50. 
president; 


Seated are: R. E. Doti, Igoe Bros., 
W.E. Clapp, The Yale & Towne Mfg. Co., chairman 


of the board; M. L. Langel, Osborn Mfg. Co., vice-president, and 
Fred A. Scholl, Long Island Hardware Co., vice-president. 
Officers standing are: M. C. Harriman, American Steel & Wire 
Co., vice-president; E. S. Norvell, E. C. Atkins & Co., secretary- 
treasurer, and W. W. Edwards, Federal Hardware Co., chairman 


of the executive committee. 


JULY 11, 1940 





depending on the | 














MVERS SilverPrince 


Portable Sprayer 
oe Whtee4s whale 
and Selbs whee! 


This year the demand for sprayers will continue until 
well into the Fall. Field and row crop plantings are 
later than usual. Orchard and tree spraying has 
been delayed because of unfavorable weather condi- 
tions. During this period insects, bugs, lice and other 
pests have been on a rampage increasing enormously 
in many sections of the country. Sprayers of all types 
will be needed and purchased by fruit and vegetable 
growers to combat and destroy them. 


Myers is ready to take care of your orders promptly. 
Whether for the new Silver Prince, popular with green- 
house and estate owners, nurserymen and others, or for 
hand, power, tractor or traction sprayers in all styles 
and capacities, count on Myers for quick attention to 
your sprayer needs until the 1940 season has closed. 


che MYERS 


| SILVER PRINCE 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


—Rogers offers you 
several special deals assuring 
you of full profits so can 
compete with ee. 

group buyers, etc., by a 
superior product at the enane gumee 


PROTECTION—Rogers offers 
you protection by exclusively 
selling through the hardware 
trade and not selling to chain 
stores, group buyers, or mail order 










houses. 
DEMOED cna! abvertising 
UALITY — Rogers Glue is =. Pussies Pischanten. Segui 
made only from select fish skins Sei hp f , etc., 
insuri ; iformi reaching over a mil- 
, ing clarity and unit ty lion consumers 
. also produces greater monthly. 


strength (3800 pounds shearing 
strength per square inzh). FREE— Phone or write 
your jobber for free 

s offers . . ask 
for a free display unit— 
To yn! Rogers Glue 
** js to sell Rogers Glue. {AE 


the beat LIQUID FISH GLUE 


ROGERS - GLOUCESTER, MASS. 

















Just One Insertion 
Sold This Hardware Store || 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 
results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 





| for 30 years, was at one time 
| with the Belknap Hdwe. & Mfg. 
| Co., Louisville, Ky., as buyer of 


| zation, he was for 10 years with 


300 ATTEND KEYSTONERS THIRD BIRTHDAY PARTY 


More than 360 members and 
guests attended the third birth- 
day party of The Keystoners, at 
the Manufacturers Golf & Coun- 
try Club, Oreland, Pa., held the | 
afternoon and evening of June 
26. In the afternoon there was a | 
golf tournament, with 119 play- 
ers, and a softball game, which 
the purchasing agents’ team won 
to the tune of 17-15, avenging | 
last year’s defeat by the nar- | 
rower margin of 11-10. The viei- | 

started going to town in | 
the first inning, with nine runs, | 
the best inning for the Keystoners | 
being the sixth in which six runs 
were tallied. “Rinky” Rinken- 
bacher, Philco Radio & Television 
Corp., Philadelphia, Pa., slam- 
med across two homers for the 
purchasing agents. Jack McCann, 
J. H. Williams Co., was umpire, 
Joseph De Jure, Charles Parker 
Co., was score keeper. 

Low gross winner, with a card 
of 78, was Ben Beaven, who was 
awarded a silver cup. A. B. 
Seither, with 82 was second gross 
winner. The Keystoners Cup, 
was won by R. B. Clements, who 
was low net winner with a card 


tors 





| of 66, second being F. S. Cohen, ! 


CHARLES O’MERA HEADS 
CHICAGO OFFICE FOR | 
OLIVER BROTHERS 


Charles O’Mera has 
the staff of Oliver Brothers, Inc., | 
New York City and Chicago, | 
lll., and will be in charge of | 
Oliver’s Chicago — branch. Mr. | 
O’Mera, who has been associ- 
ated with the hardware industry 


joined 


staple and heavy hardware. Be- 
fore joining the Oliver organi- 








CHARLES O’MERA 


lof the 
and Implement Dealers’ Associa- 


with 69 strokes. The goofy golf 


|club, large enough to swat an 


indoor baseball, was awarded to 
F. E. Downing, who had the high- 
est score, second highest being 


that of J. W. Alker. Winners in 


the kickers’ handicap were: 
D. E. Gothwald, R. J. Donaghy. 
C. C. Bond and F. W. Bennett. 


Arrangements were in charge 
of Carl J. Meister, Allen Mfg. 
Co., chairman of the entertain- 
ment committee. He was assisted 
by H. A. White, the Yale & 
Towne Mfg. Co.; J. T. Carlsen, 
Skilsaw, Inc.; G. M. Coholan, 
the Stanley Works; Albert R. 
Crank, Bay State Tap & Die Co., 
and John J. Deasy, Cleveland Cap 
Screw Co. Visitors and guests 
were welcomed by David Moffat. 
the L. S. Starrett Co., whose 
term as president expired June 
28. New officers of the organiza- 
tion are: Robert Brown, Union 
Twist Drill Co., president; Mar- 
tin G. Hayden, Star Expansion 
Bolt Co., vice-president and Al- 
bert R. Crank, Bay State Tap & 
Die Co., 
Jackson, Behr-Manning Corp., as 
secretary and treasurer. 


who succeeded M. I. 


a buyer, Mr. O’Mera had selling 
experience as a hardware sales- 
man traveling in the southern 
territory. 


“EVEREADY” FENCE 
CONTROLLER RECEIVES 
UNDERWRITERS’ APPROVAL 
The National Carbon Com- 
pany’s, 30 E. 42nd St., New York 
City, new electric fence con- 
troller, the “Eveready” Model 
“B,” has been admitted to list- 
ing by the Underwriters’ Labora- 

tories, Inc. 
WINZLER IS SECRETARY 
OF INTERMOUNTAIN ASSN. 
Frank L. Winzler, Boise, Idaho, 
been appointed secretary 
Intermountain Hardware 


has 


tion, succeeding E. Bell of the 
same city. Mr. Winzler may be 
reached care of Boise Chamber 
of Commerce. 

The appointment marks the re- 
tention of a full time secretary 
by the association. The new sec- 


| retary has been active in associa- 


tion work, and his previous con- 
nections include the Boise Cham- 


ber of Commerce, and Idaho 


| livestock and fair associations. 


Carl H. Butler, Caldwell, Idaho, 


|is president of the  associa- 
tion, which includes in its terri 
ltory eastern Oregon, southern 


the Smith Bros. Hdwe Co., | 
Columbus, Ohio, as buyer of | 


| heavy and staple hardware, agri- 
| cultural tools and plumbing sup- 


plies. Previous to his position as 


Idaho, northern Utah, and west- 
ern Wyoming. It is affiliated with 
the National Retail Hardware As- 
sociation and the National Retail 
Farm Equipment Association. 
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ing cable, and other apparatus | 


G-E FORMS SPECIAL 
FARM MARKET SECTION | products. Mr. Mullin was a 
| member of that section for the 


To promote the sale of products | 
of the General Electric appliance | past four years, : and seh a 
and merchandise department to | cently a aneciated with the 
electrical traveling exposition 
which toured the country under 
the sponsorship of the R.E.A. He 
| is a graduate of Purdue Univer- 
| sity, of the G-E courses in student 
| engineering, sales training, and 
business training, and did _post- 
graduate work in Butler Univer- 
sity’s school of business adminis- 
tration. From 1928 to 1936 he 
was a G-E apparatus salesman in 
the company’s Indianapolis office. 


George Rietz is manager of the 
rural electrification section at 
| Schenectady, responsible for pro- 
| moting apparatus sales in the 





farm market. 


HARDWARE BOOSTERS PLAN 
PISHING PARTY, AUG. 14 


The hardware Boosters will 
hold a fishing party Wednesday, | 
August 14, in the sheltered | 
waters of Great South Bay, Long 
Island, N. Y. The motor fishing | 
boat Phyllis, chartered for the 
day by the Boosters, will leave 
the dock of the Freeport Boat- 
men’s Association, 530 S. Grove 
St., Freeport, Long Island, at 
8:30 A. M., and if necessary a 
second boat will be used. Reser- 





GEORGE E. MULLIN, JR. 


the farm market, a new farm 
sales section of the department 
has been formed at Bridgeport, 
Conn. George E. Mullin, Jr., has 
been appointed manager of the 
section, reporting to C. M. Snyder 
and to J. M. Crawford for ac- 
tivities affecting respectively the 
appliance and the construction 
materials divisions. 


General Electric’s special at- 
tention to the demands of the 
rural electrical market is thus fur- 
ther aligned with the company’s | 
main sales efforts. A rural elec- 
trification section has been in 


Next month the Yale & Towne 


existence since 1923 at Schenec- | Mfg. Co., Stamford, Conn., will | 
tady as part of the central station | announce a new combination | 


padlock which, according to the 
company, will help dealers in- | 
crease their over-the-counter and 


department, concerning _ itself | 
with promoting the sales of trans- 
formers, meters, motors, soil heat- 


vations will be limited to 40. 
Tickets will be $4.50 per man, 
and will include plenty of sand- 
wiches, coffee and other refresh- 
ments for luncheon. While the 
tickets will entitle the fishermen 
to bait, tackle will be available 
at a nominal cost. 
Arrangements are in charge 
of the entertainment committee 
headed by Harry Fox, 
pansion Bolt Co., 
of the Boosters; assisted by 
Charles Pincus, The Stanley 
Works; Howard W. Erickson, 
Ek Hardware Co., Inc., and W. 
W. Lewis, Fiwale Equipment 
Mfg. Co. Tickets, which must be 
procured in advance, are avail- 
able from Harry Fox, 71 Schu- 
man Place, Baldwin, Long Is- 


land, N. Y. 


FOIENSBEE REPRESENTS 
“VITA-FLOR” 


Perc S. Brown, 
in charge of vitamin operations, 
has announced the appointment 
of M. J. Folensbee, to the sales 
force of the agricultural divi- 
sion, National Oil Products Co., 
Harrison, N. J. Mr. Folensbee, 


vice-president 


old F. Ritchie Co., will contact 
the wholesale hardware and drug 
fields in the interest of “Vita- 


Flor”. 


NEXT MONTH YALE WILL INTRODUCE NEW 
COMBINATION PADLOCK WITH PROFIT DEAL 


school sales. As an introductory 
selling help, Yale is presenting 
this padlock with an attractive 
profit deal. For complete details, 
read next month’s issue of Harp- | 
WARE AGE. 


Star Ex- | 
vice president | 








New Secretary for 
Pacific Northwest 


>. ° ws 4, 
i ~\os % Py 





JAMES B. CHANNING 


James B. Channing, whose 
election as secretary of the Pa- 
cific Northwest Hardware & 
Implement Association was an- 
nounced on page 45 of the 
June 27th issue of HARDWARE 
Ace. Mr. Channing makes his 
headquarters at 318 Hutton 


| Bldg., Spokane, Wash. He suc- 
former sales manager for the Har- | 


ceeds Dale Strong. 


BARR RUBBER TO OFFER 
SCHAVOIR TOYS—DOLLS 


The Barr Rubber Products 
Co., Sandusky, Ohio, has an- 
nounced the formation of sales 
arrangements to offer its cus- 
tomers rubber dolls and gas in- 
flated toys being manufactured 
by The Schavoir Rubber Co., 
Springdale, Conn. The Schavoir 
line will be further improved 


and enlarged. 


GEO. B. CARPENTER CO.’S 100TH ANNIVERSARY DINNER 
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Here are business ror of the Geo. B. Carpenter Ce., Inc., Chicago, joining with the company’s executives in celebrating 


the 100th anniversary of the founding of the company. The 


‘dinner was given at the Park Ridge Country Club on June 6. A week 


later all company employees attended an informal dinner in the Marine dining room of the Edgewater Beach Hotel, Chicago. 


1940 
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CLAUSE NOW A PITTSBURGH 
PLATE GLASS V. PRES. 


Directors of the Pittsburgh 
Plate Glass Company have elected 
Robert L. 


vice-president Clause 





CLAUSE 


ROBERT L. 


to a newly created position of 


executive vice-president, it 


was 
announced today. 

Directors of the company also 
have made a series of changes, 
effective July 1, that have re- 
sulted in promotions and _re-ar- 
rangement of duties. 
John A. Wilson, general superin- | 


executive 


tendent of plate glass factories, 


will become manager of glass | 
manufacture. D. G. Hill, assis- | 
tant to the vice-president, will | 


become superintendent of plate 
glass factories. R. B. Tucker, | 
manager of plate glass sales, will 
become director of glass sales. | 
B. J. Cassady, secretary of the 
commercial department, will be- 
come general manager of ware- 
houses. 

Mr. has been a vice- 
president of Pittsburgh Plate 
Glass since 1926 and a director 
since 1922. For the past 13 
years he has served as chairman 
of the company’s glass manufac- 
turing department. The newly 
elected executive vice-president | 


Clause 


| forces 


joined the company as a drafts- 
man in September, 1914, follow- 
ing his graduation from Cornell 
University as a mechanical engi- 
neer. He successively served as 
an assistant superintendent and 
as general superintendent of plate 


glass manufacturing. 


DEVOE & RAYNOLDS 
IN NEW QUARTERS 


The Devoe & Raynolds 
New York City, is to move for 
the third time in 186 years. The 
company, one of the largest man- 
ufacturers of paints, varnishes 
and artists’ materials in the world 
and one of the nine oldest firms 
in the United States, has leased 
for a period of 20 the 
former Charles & Company ware 
house at the northwest corner of 
First Avenue and 44th Street, a 
five-story and basement structui~ 
on a plot 100.5 by 1014 ft. 


Co., 


years, 


operated. Seventy years 
later, in 1925, the New York 
headquarters was moved to the 
West 47th Street address. 

E. S. Phillips, president of the 
firm, is a member of the third 
generation of his family to be 
associated with its activities. He 
started as a salesman in 1915 and, 


being 


except for two years in the Naval | 


Air during the World 
War, has continually served the 
paint house in various capacities. 
He was elected to his present post 


in 1924. 


Service 


NATIONAL SCREW ADDS 
TO SALES FORCE 
S. M. Washabaugh has been 
appointed sales representative for 
the National Screw & Mfg. Co., 


| 

| Cleveland, Ohio. Mr. Washa- 
| baugh’s territory will be in 
Pennsylvania and the northern 


part of Maryland, with headquar- 
| ters in Williamsport, Pa., 


The newly acquired building, 


containing 62,500 sq. ft. with 


| garage facilities, an inside load- 


ing platform and two elevators 
will be used as servicing head- 
quarters for the entire Metro- 
politan area. In it, the Devoe & 
Raynolds Company will consoli- 
date the headquarters staff now 
West 47th Street, 
administration 
in Brooklyn 

new retail 


located at 1 
and 

now lacetd 
and New Jersey. A 
paint store is planned in the First 
Avenue section of the building as 


with sales 


| soon as necessary alterations are 


made to meet the special require- 
ments of the lessee. Possession 


will be taken on or about July 1. 


The Devoe & Raynolds Com- 


pany was founded in 1754 dur- 





LEROY R. STEVENS 


ing the reign of King George II, | 


in a small building at the corner 
of Fletcher and Water Streets at 
a time when 
population numbered but 13,000. 
The firm remained at this loca- 
tion for 101 years, moving in 1855 
to larger quarters at Fulton and 
Dutch Streets where today a re- 
tail store in a new building is 


New York City’s | 


With Stratton & 
Terstegge 


Leroy R. Stevens whose ap- 
pointment as housewares buyer 
| for Stratton & Terstegge, Louis- 
| ville, Ky... was announced on 
| page 73 of the June 13 issue of 
| HARDWARE AGE. 





DEMAREST HEADS SALES 
OF LUMARITH DIVISION 
Millard Demarest has been 

appointed director of sales of 

the Lumarith Molding Powder 





MILLARD DEMAREST 


Division, Celluloid Corp., 180 
Madison Ave., New York City, 
succeeding William T. Cruse, 


who resigned to become editor of 
Modern Plastics. 

Mr. Demarest entered the 
Celluloid Corp. plant, and worked 
with the budding cellulose ace- 
tate experiments in the early 
twenties. He was transferred to 
the sheet, rod and tube division 
in the sales organization to de- 
velop a market for cellulose 
acetate. When “Lumarith,” 
acetate plastic, was marketed in 
1927, he was appointed assis- 


tant director of sales of the 
sheet, rod and tube division. 
From that time on he _ turned 


his attention to the development 
of packaging material with a 
cellulose acetate base. In 1931], 
with the creation of the packag- 
ing division, Mr. Demarest be- 
came its first director of sales. 
In 1936 he was appointed head 
of the newly formed sales devel- 
opment and research department 
and in 1938 he became director 
of sales of the fabricating di- 
vision. 


BLUMBERG CO. EMPLOYEES PICNIC ON LONG ISLAND 





Employees of Wm. L. Blumberg Co., Inc., 31 Warren St., New York City, wholesale hardware distributors, and members of their 
families enjoying an outing, held Sunday, June 8, at the Suffolk County Country Club, Timber Point, Long Island. More than 
100 people attended the party, a highlight of which was a baseball game between a team of salesmen and men from the stock 


room, the latter giving the salesmen a beating to the tune of 7 to 1. 


Dinner was served in the afternoon. 


Other events were foot races, potato races, sack races, etc. 
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CHARLES B. BABCOCK 

Charles B. Babcock, 66, presi- 
dent of Babcock, Hinds and 
Underwood, hardware firm of 
Binghamton, N. Y., passed away 
at his home June 18, following 
an illness of six weeks. Mr. Bab- 
cock was president of this 
pioneer hardware and _ sporting 
goods company since 1900. 

He entered the hardware busi- 
ness owned by his father upon 
completing his education in 1891 
and five years later, following a 
fire which destroyed the old busi- 
ness, he directed the organiza- 
tion ‘of a new partnership, 
known as the Babcock Hardware 
Co., in which he was associated 
with Fred Hinds, Jr., H. 
wood, and his father, Burton M. 
Babcock. In 1900 the firm name 
was changed to Babcock, Hinds 
& Underwood. The senior Bab- 
cock 1899 and Charles 
Babcock became 


Under- 


died in 
president — in 
1900. A year later the company 
was incorporated with Mr. Bab- 
cock continuing as president. 
Surviving Mr. Babcock are 
daughter, and a 


Burton M. Babcock of 


Binghamton. 


his widow, a 


son, 


EDWARD R. SARGENT 

Edward R. Sargent, 82, passed 
away suddenly on June 20th at 
New Haven, Conn. Mr. Sargent 
was the son of the late Joseph 
B. Sargent, founder of the hard- 
ware manufacturing concern o 
Sargent & Company, New Haven, 
Conn. 


| hardware clerk in Urbana, Ohio, 
until at 19 when he 
Orlando, Fla., and after 
joined the C. A. Hard- 
ware Co. In 1885 with a lumber 
dealer, Mr. Budge 
hardware and lumber 
in Titusville, and four 
later made another 
time to Miami, where he founded 


moved to 
soon 


Boone 


opened a 
business 
years 
move, this 


the present business. 
Mr. Budge leaves his 
and three daughters. 


widow 


LOUIS STREGER 


Louis Streger, an employee of 
M. S. Berkoff Co., Ine., hard- 


ware dealer at 1402 Coney Island 


Ave., Brooklyn, N. Y., passed 
away July 1. Mr. Streger had 
been associated with the hard- 


ware firm since its founding. 


WILLIAM D. HUTCHINS 


William D’Oyley Hutchins. 
prominent hardware man of Mont- 
| real, Canada, for many years, died 

June 6 at the Ross Memorial Pa- 
vilion of the Royal Victoria Hospi- 
tal in his 64th year. Mr. Hutchins 
was president of James W. Pyke 
r& Co., Ltd., chairman of the 
board of directors of Robert W. 
Bartram, Limited, and a director 
of the Canada Envelope Com 
|pany. He was president of the 
| Montreal Metal & Hardware As- 
sociation and also a member of 
|the council of the Board of 
| Trade in 1929 and 1930. He was 
lof the Church of St. James the 
| Apostle. He is survived by his 
| widow, one son, Forbes Meredith 
| Hutchins: three brothers, and a 


| sister. 


Mr. Sargent was connected 
with the casket hardware divi- 
sion of Sargent & Company 


having charge of this 
ment both in manufacturing and 
sales for many years. Ten years 
ago he retired from all business 
activities, but remained a direct- 
or of the company. 

Surviving him are his widow, 
Mrs. Helen Lawton Sargent; a 
son, Lawton G. Sargent; two 
brothers, George Lewis Sargent 
of New Haven, Conn., and John 
Sargent of Greenwich, Conn. 


FRANK T. BUDGE 
Frank T. Budge, president 
of the Frank R. Budge Co., 
wholesale and retail hardware 
firm of Miami, Fla., passed away 
recently. He was 75 years old. 
In his youth Mr. Budge was a 
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depart- | 


C. J. McCARTHY 


C. J. McCarthy, for 30 years 
|a hardware dealer in Emporia, 
| Kan., passed away June 18. Mr. 
| McCarthy in 1919 was president 
| of the Kansas Retailers Associa- 
| tion. His widow and a son, John. 
| survive. 
| 
| SECOND EDITION OF 

“ROMANCE OF SELLING” 
| The Business Book House, 
| Box 112, Charlottesville, Va., 
| has announced the publication of 
the second edition of The Ro- 
mance of Selling, S. F. Wors- 
wick. This book, which sells for 
$1.00, is a manual of praciical 
helpful suggestions for those who 
are engaged in selling. 









RUGGED 
— and that 


covers a LOT 
of ground! 










HARDWARE 
HACK SAW FRAMES 


There's sales appeal aplenty for customers who de- 
mand quality tools in this well-rounded line of Union 
Hardware Hack Saw Frames. Ruggedly made to 
withstand hard use--and abuse—each type of frame 
shown is durably constructed and designed to hold a 
saw blade at the proper tension for maximum operdt- 
ing efficiency and minimum blade breakage. All mod- 
els have adjustment feature for tightening blades; all 
can be extended from 8” to 12”. Feature these sales 
getting hardware values in your store and let the con 
tidence established by the Union Hardware name help 
you to more and better business. Your jobber can 
supply you with styles for the average home owner as 
well as the expert mechanic. 

Write for catalog 13 and use it as your buying guide 
for screwdrivers, chisels, gouges, mitre boxes, nail pull 


ers and mallets as well gs hack saw frames. 

No. 2150 Nickel- 
plated frame ad- 
justable from 8” to 
12”. Has screw 
handle attachment 
for tightening 
blade. Depth of 
frame, 2%”. 


SCREW LE 


AOJUSTMEN 





No. 2115. Nickel- 
plated frame ad- 
justable from 8” to 
sé Corrugated 
steel pistol grip 
Depth of frame, 
914,” 


No. 2165. Extra 
sturdy frame with 
heavy steel connec- 
tion and double end 
adjustment. Corru- 
gated steel pistol 
grip. Depth of 


frame, 2%”. 


HARDWARE COMPANY 
BREE BR 


REC.U.S.PAT. OFF ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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STRENGTH 


Just as nature endowed the 
elephant with amazing strength, 
so have designing and scien- 
tific methods embodied unusual 
strength in the ABW Solid 
Shank Shovel. 


To say this famous shovel is 
the strongest shovel made, is no 
idle claim, for tests have proven 
its superiority and widespread 
consumer satisfaction substanti- 
ates this claim in performance. 
Two features are mainly respon- 
sible for this unusual strength: 


1—The Patented ABW Shock 
Band, which adds substan- 
tially to the handle strength. 


2—The blade and socket made 
from one solid piece of steel. 


Add to these features the quality 
of the steel, the heat treating 
process, and the Second Growth 
Northern Ash Handle and it is 
easily understood why the ABW 
Solid Shank Shovel is the strong- 
est shovel made. The D Handle 
Shovel is equipped with the 
famous ABW Armor-D Handle 
—the most perfect handle made. 


Ask your Jobber 
V4 ABW PRODUCTS 


AME Ss Shovels Rakes 


Spades Post Hole 
Since Scoops Diggers 

Forks Agricultural 
1 7 7 4 Hoes Handles 


AMES BALDWIN WYOMING Co. 


PARKERSBURG, W. VA. ” 


NORTH EASTON, MASS. 





| HARDWARE BRIEFS 





COLORADO 


The Delta Hardware Co., 
Delta, Colo., recently held a 
formal opening of its business 
in new quarters. Its previous 
quarters had been destroyed by 
fire some months ago. 


GEORGIA 


A “junior board of directors” 
| was established by the King 
| Hardware Company. Atlanta, Ga. 

at a recent annual meeting of 
the stockholders and board of 
| directors. This “junior board” 
will consist of J. E. Roach, Don 
Harris, John L. Watson, W. T. 
| Young, C. C. Abercrombie, F. X. 
Mahs and E. H. Foster. It will 
aid the “senior board” in han- 
dling the affairs of the company, 
which is one of the largest in 
the country, with branch stores 
throughout Atlanta’s metropoli- 
| tan city area. Mrs. George E. 
King was elected a member of 
the board of directors, suceeding 


Mrs. H. H. Hart. 


IDAHO 


Vernon Reed has _ purchased 
the hardware business formerly 
owned by Ray Saling of Ontario, 
Idaho, and is adding to the stock 
and completing all lines of 
shelf hardware. 


INDIANA 


The Noblesville (Ind.) Hard- 
ware Co. held an official opening 
for its new store at 932 Logan. 
Thurman Rinker, junior mem- 
ber of the firm, will be in charge 
of the new store. 


IOWA 
Arnold Wold has purchased a 
hardware business at Rolfe, Iowa. 





Frank Woodward of Pierson, 
Iowa, and William Woodward 
of Albion, Iowa, have purchased 
a hardwood store at Conrad, 
that state. 

KANSAS 

The Ed. Fitzgerald Hardware 
store will be located in the Bo- 
lon Bldg., Belit, Kan., after 
Oct. 1. 


George Perrill of Lincoln, 
Kan., has become the owner of 
the Jessup Hdwe. 


Marland Nelson has purchased 
the Huff Hdwe. Co., Savonburg, 
Kan. 


MINNESOTA 
The Roerig Hardware is now 
in its new quarters in Amboy, 
Minn. . 
MISSOURI 
Rains & Son, Fayette, Mo., 
have been succeeded by the Fay- 
ette Hdwe. 


NEW JERSEY 
Jacob and Benjamin Stern 
have joined Barney Stern as 


partners in the new hardware 
business known as Stern’s Hard- 
ware Store at 237 Bloomfield 
Ave., Montclair, N. J. 


The Grollman Hardware and 
Paint store, Lakewood, N. J., is 
adding 500 square feet of stor- 
age and display room space to 
its present quarters. 


OKLAHOMA 
Jack Walker of Muskogee, 
Okla.. has purchased the stock 
and fixtures of the Akers Hard- 


ware. 


PENNSYLVANIA 

William S. Phenicie has sold 
his business to the William 
Phillips Hdwe. Co., 1033 Bedford 
St., Johnstown, Pa. The firm 
will be conducted under the 
name of The William Phillips 
Hdwe. Co. 


TEXAS 
The Thompson Hardware Co., 
has opened a completely re- 
modeled and enlarged store on 
East Lee St., Greenville, Tex. 


Wayne Goodson, one of the 
owners of the Cherokee Hard- 
ware Co., Jacksonville, Tex., an- 
nounced that his firm has pur- 
chased the H. L. Griffin Hard- 
ware Co. at Henderson, Tex., 
and will operate the business as 
the Cherokee Hardware Co. 





CELLULOID CORPORATION 
ACQUIRES “VIMLITE” 

The New York Wire Cloth 
Co., 500 Fifth Ave., has an- 
nounced that effective, July 1, 
1940, it has relinquished to the 
Celluloid Corp., New York City, 
all interest in “Vimlite”, a glass 
substitute, and the Vitalite Mfg. 
Co. All orders or inquiries re- 
garding this product should now 
be addressed to the Celluloid 
Corp., Vimlite Division, 180 
Madison Ave., New York City. 

D. D. Strite, who has been 
associated with the New York 
Wire Cloth Co., will be in charge 
of “Vimlite” sales for the Cellu- 
loid Corp. 
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VACATIONS 


that hardware jobbers’ buyers are planning 


(Continued from page 45) 


New Mexico 
SILVER CITY: E. Cosgrove, Inc., L. R. WHITMORE, 


buyer of glassware, dishes, sporting goods, on vacation, 
Sept. 1-15, motoring to Pacific Coast. 


New York 


ALBANY: Albany Hdwe. & Iron Co., WILLIAM J. 
BUCKLEY, buyer of automotive, boats and motors. 
camp furniture, sporting gocds,. toys, cameras, wheel 
goods, on vacation July 21-Aug. 5, motoring to Connec- 
ticut lakes and northern New Hampshire, for fishing. 

NEW YORK CITY: Masback Hdwe. Co., Inc., J. 
O’NEIL, buyer of electrical supplies, major appliances, 
electrical appliances, anti-freeze, and clocks, on vaca- 
tion Aug. 5-19, motoring; M. LYON, buyer of tools and 
cutlery, on vacation Aug. 12-Aug. 26, by train to Wash- 
ington, D. C., on a sightseeing trip; D. La PENNA, 
buyer of seasonal goods, steel goods, wire cloth, net- 
ting, lawn fence, nails, shovels, screens, and screen 
doors, on vacation Aug. 19-Sept. 3, motor trip through 
New England; A. WILKENS, buyer of builders’ hard- 
ware, drapery hardware, and plumbing supplies, on 
vacation Aug. 12-Aug. 26, motoring to Beach Haven, 
N. J., for fishing, swimming, and rest. 

ROCHESTER: Mathews. & Boucher, WILLIAM G. 
FISHER, on vacation, Aug. 14-Sept. 3. 


SYRACUSE: Burhans & Black, Inc., LESTER O. 
HORN, buyer of sporting goods, on vacation Aug. 18- 
Sept. 2; J. L. BOND, buyer of builders’ hardware, on 
vacation July 7-14 and Aug. 11-18, first week motoring 
to northern New York for-fishing and second week to 
the New York World’s Fair; HERMAN B. PILGER, 
buyer of general hardware, sheet metal, and house fur- 
nishings, on vacation Aug. 26-Sept. 3. 


Ohio 
CINCINNATI: Kruse 
Hdwe. Co., W. C. GROSS, 
on vacation July 29-Aug. 12. 
®&~  F. L. MILLER, buyer of 
bolts, heavy hardware, bar- 


rows, and ladders, on vaca- 
tion July 4-22. 





Oklahoma 


OKLAHOMA CITY: Oklahoma City Hdwe. Co., E. R. 
AUFRICHT, buyer of sporting goods, hardware, and 
electrical appliances, on vacation Aug. 1-15, motoring 
to the Coast for the fishing. 


Oregon 


PORTLAND: Honeyman Hdwe. Co., L. J. RYAN. 
buyer of guns and ammunition, fishing tackle, athletic 
goods, on vacation July 1-15. 
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Marshall-Wells Co., E. O. RAUH, buyer of heavy 
hardware, nuts, bolts, rivets, bars, structural plates, etc., 
on vacation Aug. 15-Sept. 1, motoring to Yellowstone. 
H. M. WARD, buyer of wood and oil ranges, electric 
ranges, refrigerators, washers, ironers, wood and oil 
circulators, on vacation Aug. 15-Sept. 1, motoring to 
Wecoma, Ore. D. G. GRAY, buyer of paint and sundry 
items, on vacation July 1-15 by train to Duluth, Minn. 


Pennsylvania 


LANCASTER: Herr & 
Co., CARL H. BRILL, 
buyer of general hard- 
ware, lines, on vacation 
Aug. 19-26, motor tour 
through New England. 





PHILADELPHIA: E. J. McAleer & Co., Inc., RICH- 
ARD J. AMBACKER, on vacation Aug. 24-Sept. 3, by 


train either to Maine or South Jersey shore resort. 


South Carolina 


CHARLESTON: C. D. Franke & Co., Inc., H. S. 
LESEMANN, buyer of fishing tackle, rugs and floor 
coverings, oil heaters and cook stoves, furniture, and 
household items, on vacation July 27-Aug. 12, motoring 
to the beaches and fishing. 


Tennessee 
KNOXVILLE: C. M. McClung & Co., Inc., GEORGE 


A. MARY, buyer of various hardware lines, guns, am- 
munition, sporting goods, on vacation Sept. 7-23. 


Texas 


EL PASO: Momsen-Dunnegan-Ryan Co., H. E. KING, 
buyer of cutlery, sporting goods, bicycles, guns and 
ammunition, electrical appliances, fishing tackle, flash- 
lights, clocks and watches, and vacuum bottle jugs, on 
vacation Sept. 9-20, by train to Chicago and vicinity, 
combining business and pleasure. 





GEORGE E. CRYSLER, buyer of stoves, and gas 
heating equipment, on vacation July 15-Aug. 1, motor- 
ing to northern New Mexico mountains for camping 
and fishing. 


Utah 


SALT LAKE CITY: Salt Lake Hdwe. Co., HOWARD 
PRICE, buyer of automotive accessories, electrical wir- 
ing materials, sporting goods, and cutlery, on vacation 
July 15-29, motor trip. 


55 

















= ace PA tit TT Bg 14 








July 11 1940 and with a heavy rush during the 
a ’ past two or three weeks. 
x * * 

Furnace pipe and fittings— 
Milcor Steel Co.. Milwaukee, Wis.., 
has put out price lists, effective 
ADVANCES July 1, continuing January 24 dis- 
counts on galvanized and tinned fur- 
nace pipe and fittings. Dealers’ dis- 








Range boilers. One line screen door latches. 

Certain stainless steel kitchen and hospital items. 
Some playing cards. Cast iron soil pipe, fittings. counts are 75 per cent on the staple 
selling sizes of galvanized pipes and 
elbows, and 70 per cent on the tin 
accessories and forced air fittings. 








* & 
Rope—Leading makers of priced farm grade manila _ ropes. Range _ boilers—Prices have 
manila and sisal rope have re- Jobbers report that the late start of been advanced about 10 per cent on 
affirmed prices named March 1—for the hay rope season has thrown a range boilers by leading makers. 
shipments through the third quarter. major sales volume into late June * ef 4 
Plymouth manila yacht lariat rope and early July. The same tendency Soil pipe, fittings—Leading 
also remains unchanged. The cur- has been noted on hay tools, on producers have increased prices on 
rent season has been one of large, sprayers, and on many farm accés- cast iron soil pipe and fittings about 


though late, demand for the popular- sory lines—starting with poor sales 7 per cent. 





TREND OF INSTALLMENT TERMS OF 20 COMMODITIES, 1938-1939 






































| 
TYPICAL TERMS } : " 
PREVAILING DURING en a eee 
1938-1939 __CONSERYATIVE EXTREME | LIBERAL EXTREME 
‘Minimum Dows | | Maz. Terms Down No. of Down No. of 
COMMODITY Payment | (Months) __Payment Months ” Payment _ Months 
1938 1939 ] 938 1939 _ 1938 9 38 1939 1938 1939 1938 1939 1938 1939 
Mechanical Refrigerators | 10% 10% | 24 24 ~ 20% 10% 10 12 None None 36 36 
Radios, ‘Taenen raphs 10% 10% | 12 12 20% 25% 6 6 None None 24 24 ' 
Stoves, Elec. and Others 10% 10% 18 24 20% 10% 10 12 None None | 36 36 e 
Other Kitchen Equipment 10% 10% | 12 12 20% 25% 6 5 $1.00 None | 24 36 4 
Laundering Equipment 10% 10% | 12 18 20% 10% 12 10 None None 36 36 ; 
Plumbing Supplies | 10% 10% 18 12 | 10% 20% 12 8 10% None 24 18 3 
Oil Burners |} 10% 10% | 36 12 | $25 10% 6 12 None None 36 36 j 
Vacuum Cleaners | 10% 10% 18 18 | 20% 20% 6 8 None None 24 24 
Sewing Machines 10% 10% 18 18 | 10% 25% 6 10 None None 30 24 fi 
Furniture | 10% 10% | 12 18 | 25% 25% 1- 10 10 None None 24 24 ' 
Floor Coverings | 10% 10% | 12 12 | 33%% 334% | 6 6 None None 24 24 
Draperies | 10% 110% | 12 12 | 334% 334% | 3 3 None None 24 24 
House Furnishings | 10% 10% | 12 12 | 334%% 25% =. 3 None None 24 24 
Blankets & Comforters | 10% 10% | 6 6 | 334% 50% | 3 2 None None | 24 24 
Men’s Coats & Suits | 20% 20% 3 6 334% 33%% 10 wks. 10wks.| None None 10 12 
Expensive Fur Coats | 10% 10% {; 12 10 | 334% 33%% | Smo. 3mo. | None None | 18 18 
Women’s Cloth & Fur | 
Trimmed Coats | 20% 20% 6 6 | 334% 334% | 3 3 None None 12 15 
Women’s Dresses | 20% 10% 3 3. | 334% 334%% | 10wks. 2 None None | 10 15 
Children’s Apparel | 20% 20% 3 3 | 334% 33%Y% 10 wks. 1 None None | 10 10 
Sporting Goods (Guns, . | ‘ | 
Golf Clubs, etc.) 10% 10% 6 6 20% 25% 10 wks. 3 None None | 12 12 
General Merchandise ‘ | 
(items of small value) | 20% 20% 6 Q 334% 5% 10 wks. 1 None None | 12 12 


Chart showing trend of installment terms N.R.D. G. A. stores, ‘slemtuaaiis at the National Retail 
Dry Goods Association Credit Managers’ annual convention, Cleveland, Ohio, May 29, 1940. 
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Cap screws, set screws—On 
July 1 leading makers renewed for- 
mer discount schedules on cap 
screws and set screws. 
* * *% 
Screen door latches—-Prices 
on Wright screen door latches, made 
by Wright Products Mfg. Corp.. 
Minneapolis, Minn., were advanced 
10 per cent as of July 1. 


* %* 





ADVANCES 
EXPECTED 


Competitively priced 
watches. 


clocks, 





Clocks and watches—With 
the increased demand for popular 
priced wrist watches for vacation 
and outing wear. and the active sales 
of alarm clocks and low priced 
kitchen clocks there is the possibil- 
ity of advances in Some 
manufacturers state that prevailing 
quotations have been too low to re- 
turn a profit on competitively priced 


grades of clocks and watches. 
* * *& 


prices. 


Wood heaters, stove pipe 
The Milcor July 1 price list con- 
firms January prices without change 
on its Airtite wood heaters, on fire 
shovels, tee joints, reducers, thim- 
bles and 
Stove pipe and elbow items are low- 
ered respectively 4% cent per joint 
and 5 cents per dozen. from the 


January schedule. 
*% * * 


rainproof roof ‘saddles. 


Kitchen and hospital ware 
On June 28, Lalance & Grosjean 
Mfg. Co., Woodhaven, N. Y.,  is- 
sued the following to their distribu- 
tors: 

“To meet current conditions, it 
has been found necessary to in- 
crease prices on certain articles in 
our Crusader lines, including Bain 
Maries, insets, pitchers, and spoons 
and ladles in L & G stainless ware. 
To offset these increases, we have. 
wherever possible, made reductions 
in prices where increased production 
has enabled us to decrease manu- 
facturing costs. These reductions 
are mostly on outstanding hospital 
items, such as bed pans, urinals, 
basins and bowls.” The company 
issued a new Crusader price list, 
effective as of July 1, superseding 
the one issued May 15, 1940. A re- 
vised price list for spoons and forks, 
illustrated in the company’s sheet 
metal catalog No. 28 was also is- 
sued, this list superseding prices is- 


sued April 1, 1939. 
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Hot plates—The Kinsford 
Specialty Co., Philadelphia, Pa., an- 
nounce that effective July 1, the list 
prices on its hot plates were lowered 
as follows: 

Model 21 old list $2.48, new list $2.25 each 


Model 23 old list 3.00, new list 2.50 each 
Model 25 old list 6.00, new list 5.00 each 





Distributors discounts. f.o.b. Phila- 
delphia. are unchanged. 
* * * 
Cards—A 


issued by 


Playing revised 
price list was United 
States Playing Card Co., Cincinnati. 
Ohio. in effect July 1. with general 
changes. Playing cards in the lower 
priced bracket were advanced about 
10 per cent. and some of the better 
quality lines have been marked up 
about 15 per cent. The recent heavy 
increases in paper stock, and_ the 
higher internal revenue taxes. are in- 
volved in these changes. 

* * *% 

Electrical goods-—First quar- 
ter statistics on electrical goods or- 
ders. released recently by the Bu- 
reau of the Census. show that new 
bookings during the quarter (as 
reported by 78 manufacturers) 
amounted to $238,845.964. as com- 
pared with $197.654.216 for the first 
quarter of 1939. In these figures are 
included electrical motors, storage 
batteries, domestic appliances, in- 
dustrial equipment, and other elec- 
trical apparatus and supplies. 

Another statistical an- 
nouncement shows that factory ship- 
ments of household washing ma- 
chines in May totaled 118.987 units, 
against 105.266 in May. 1939, an 
increase of 13 per cent. Five-month 
shipments totaled 665,442 units, 
against 613.984 last year, an in- 
crease of 8.4 per cent. 


recent 





DECLINES 


One line stove pipes, elbows. Cer- 
tain hot plates. 
Certain builders’ hardware items. 





Some stainless steel kitchen, 
hospital items. 
Plumbing equipment — job- 


bers mention the well-maintained call 
for bathroom and kitchen plumbing 
installations, both for new and old 
homes. and sales are generally re- 
ported about 20 to 25 per cent ahead 
of last year’s comparisons. 
* * * 

Except as 

weather. 


Poultry supplies 
delayed by unseasonable 
this year has been one of fair activ- 
ity and good prices for ‘poultry 
rdisers. Jufie sales of equipment 
have been exceptionally large. At 


VLCHEK 
SCREW DRIVER 


% A most attractive alloy steel 
screw driver made in the popular 
hammer head pattern with the blade 
extending through the handle to a 
steel button ‘head. Blade of fine 
chrome nickel steel carefully heat 
treated and highly polished. 

No turning of blade or loose ferrules 
because of secure pinning through 
ferrule, handle and blade. Handle 
of hard wood beautifully finished in 
rubberoid. 

Outstanding quality for pricing at a 
figure that brings you quick sales 
with reasonable profits. 


THE VLCHEK TOOL CO. 
3001 E. 87th St., Cleveland, O., U.S.A. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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Our national advertising sends you new 
buyers for Handee, who become year- 
around regulars for accessories. 

Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 

Handee is the original tool of its type and 
the leader today. More of them in use than 
all ather makes combined, by mechanics, 
repairmen and hobbyists everywhere, be- 
cause of precision performance, unequalled 
smoothness and safe speed. 


Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handles and 27 


most popular Accessories in metal carrying 
case) $25.00. 
Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 
Write for Special Deals and Full Information 
on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 4@ Years 
1101 W. Monroe St. Dept. HA Chicago, Ill. 


SON 


FIED 
cE Aras 


LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Roiled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








the National Poultry Congress, to be 
held in St. Louis beginning the week 
of July 22, the poultry supply com- 
panies will announce any new items 
in their lines, and their opening 
1941 prices probably will be learned. 


* * * 


Toastmaster sales—Sales of 
Toastmaster products for the first 
half of 1940 reached an all-time 
peak, according to W. E. O’Brien, 
sales manager, Toastmaster Prod- 
ucts Division, McGraw Electric Co., 
Elgin, Ill. A special June bride pro- 
motion, launched in May, is credited 
by Mr. O’Brien with aiding the 
company to maintain its steadily in- 
creasing volume. 

* * * 

Automobile tires—Automobile 
tire shipments in May totaled 
5,720,249 units compared’ with 
4,800,251 in May, 1939. The Rubber 
Manufacturers Association said that 
large replacement shipments this 
season more than offset a seasonal 
decline in sales to automobile manu- 
facturers. Replacement sales totaled 
3,635,652 units in May, the largest 
number for the month since 1934. 
Shipments for original equipment 
totaled 1,998,735 units. May tire 
production totaled 5,415,314 units, a 
gain of 21.1 per cent over the 1939 
months. Stocks on hand May 31 
totaled 10,576,217 units, 10.9 per 
cent higher than last year. 

w -” * 


Machine tools—Makers of 
shop and machine tools are under 
heavy pressure, in fact their rush 
started last fall. Heavy allied orders 
accelerated production from 72.6 
per cent of capacity in August to 
93.3 per cent in December. As the 
aircraft industry made greater de- 
mands for tools, the: operating rate 
advanced in March and April, 1940, 
to 93.4 per cent, to slip back a trifle, 
to 92.5 per cent, in May as foreign 
orders leveled off. 

Expansion of the tool industry to 
keep abreast of accumulating orders 
has been accomplished to some ex- 
tent by adding plant space and per- 
sonnel. Shortage of trained workers, 
however, has been the obstacle in 
the way of more rapid increase of 
output. For ordnance production, 
dies, gages, patterns, jigs and tools 
are needed to obtain accurate work- 
manship. It is stated that to pre- 
pare for the manufacture of a 75 
millimeter shell, for example, about 
1,250 gages and tools are required. 

- * * 

Pumps and plumbing lines— 
Fairbanks, Morse & Co.’s, Chicago, 
Ill., sales of small ejector type 
pumps, commonly used for home 


water systems, showed for the first 
five months of this year an increase 
of 100 per cent over the correspond- 
ing 1939 period. 





PRICES 
REAFFIRMED 


Manila, sisal rope. Furnace pipe, 
fittings. 

Cap screws. Set screws. Some 
wood heaters, etc. 





Business keeps moving—The 
news of well-maintained retail sales 
keeps coming from nearly every 
quarter. As a consequence, ordering 
of hardware to replenish store stocks 
continues at more of a spring, than 
a summer, pace—with gains over 
last June the prevailing report. The 
backward spring is, at least in part, 
being compensated by a persisting 
seasonal demand for lines whose call 
is usually ended much earlier. 

Plentiful moisture and good grow- 
ing conditions are helping to foster 
and boost the yield of farm and gar- 
den crops, and fruits and vegetables. 
in their leading areas, are plentiful 
and fine. And right now there is 
more encouragement as to the 
farmers’ export markets. Large 
shipments of corn and rye have left 
Duluth recently, bound for Britain, 
and a huge purchase of dry milk, 
250 carloads, is under urgent nego- 
tiation. Very large orders for evap- 
orated milk, for lard, and for other 
foodstuffs, are being placed for ship- 
ment across the Atlantic. 


Ss & & 


Farm spending—A chief re- 
cent worry to companies selling mer- 
chandise for farmers’ use has been 
that lowered grain prices would 
tighten the farmers’ purse-strings, 
but there is little sign of restricted 
buying as yet. Right through May, 
agricultural receipts have held up, 
and recently with less aid from gov- 
ernment subsidy. Farmers’ cash in- 
come from marketings and govern- 
ment payments in May totaled $626,- 
000,000, compared with $608,000,000 
for the same month a year ago. In- 
come from marketings totaled $598,- 
000,000, compared with $528,000,000 
in May, 1939. Government pay- 
ments in May were only $28,000,000, 
about one-third as large as in May, 
1939. The Department of Agricul- 
ture estimated cash farm income for 
the first five months of 1940, includ- 
ing government payments, at $3,- 
243,000,000, compared with $2,949,- 
000,000 for the same 1939 period. 
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SALES OF 1,651 INDEPENDENT RETA 





IL HARDWARE DEALERS IN UNITED STATES 

















May, 1940 
Dollar Sales Reported 
Number Per Cent Change 
. of May,’40 May, ’40 
States by Regions Firms vs. vs. May May April 
Reporting May, ’39 Apr.,’40 1940 1939 1940 

SI sosos ors cidiijedcncdaaxcwadinnbede 68 +. 3.9 +30.6 $ 769,368 $ 740,474 $ 589,318 

ea eee eee ne ee 8 + 43 +55.1 50,571 48,472 32,606 

New Hampshire ..... RS Sas ey . re oe x ce ae 

i) on rre 9 +10.8 +50.1 175,815 158,673 117,094 

Massachusets .................... =, 34 + 1.4 +22.7 406,747 400,958 331,508 

Rhode Island ......... bene Sata th bd - ae ae a 

EY foe oso i aehan 10 + 8.6 +32.4 80,398 74,041 60,725 
CPE SPORE PETE REET 160 + 43 +26.9 1,076,925 1,032,493 848,681 

New York SIREN EE AE ee ee 26 +114 +368 156,499 140,510 114,420 

New Jersey , , aoa eh - 

Pennsylvania ioe $i Seer ee + 28 +23.8 837,350 814,926 676,263 
pe Gane 465 + 0.8 +18.2 2,508,271 2,489,405 2,121,473 

Ohio ..... NSite 136 a +22.8 749,956 774,094 613,676 

Indiana eh ; bos meee: 83 3.8 +13.6 265,316 275,913 233,508 

Illinois as leet ie eet) 99 + 4.3 + 9.3 503,464 482,651 460,806 

Michigan ... cares: 39 + 5.0 +30.5 251,363 239,463 192,566 

Wisconson A Bees are Ne 108 + 2.9 +18.9 738,172 717,284 620,917 
West North Central ..... sane Ma aa aera 276 - 02 +10.5 977,320 979,480 884,578 

0 Tee ee re ree 29 + 2.7 +18.2 182,373 177,649 154,324 

Iowa .... > ae Becta 68 — 63 + 55 289,342 308,790 274,171 

Missouri iid e 61 + 15 +14.0 188,627 185,878 165,406 

North Dakota ... ih hg Be CEES 10 + 9.2 +12.0 27,274 24,982 24,357 

South Dakota a nhrk tae noe - ee ane scsi en 5 

Nebraska .. aha sett 50 + 28 +24.7 117,866 114,643 94,510 

Kansas Mn! Rohe es 53 + 12 — 18 159,946 158,112 162,955 
NN odo en i i wi ee 72 + 6.4 — 2.9 485,191 455,992 499,890 

Delaware ; » 

Maryland * 

Dist. of Columbia : . 

Virginia anes ; . 10 + 58 08 89,367 84,486 90,076 

West Virginia ° 

North Carolina . 

South Carolina i 9 +11.7 + 8.7 70,017 62,682 76,709 

Georgia ; ee a par 18 + 6.1 + 1.] 81,511 76,820 80,655 

Florida 22 +10.0 - 5.6 144,925 131,785 153,502 
Oe 37 + 5.9 + 0.4 269,196 254,081 268,179 

Kentucky " 

Tennessee . Nenad ete Meee 1] +10.1 - 4.1 120,860 109,766 125,966 

Alabama .. sak dndibeara daa’ 17 +11.1 + 4.4 102,907 92,658 98,593 

0 RS eae tetra - aa sacs ose eee eee 
rn 123 — 45 + 2.2 670,025 701,819 655,449 

Arkansas } 18 — 9.6 + 0.4 87,842 | 97,216 87,473 

Louisiana Asani ee ” si0 a ae 

Oklahoma ; : 33 — 5.9 +11.0 94,580 100,529 85,195 

Texas pe 68 - 4.3 + 0.4 458,797 479,208 457,017 
INDY sos cit Xe L ee oe ee ere 110 + 1.6 + 4.7 934,469 919,515 892,200 

Montana 26 + 7.9 +12.6 216,735 200,872 192,437 

Idaho : A hava Seaaa rape pee 21 + 7.8 + 5.1 159,221 147,633 151,535 

Wyoming , > 

Colorado 34 7.9 + 2.2 136,489 148,181 133,573 

New Mexico ee ” 

Arizona , 14 1.4 — 0.6 280,351 284,418 281,998 

Utah * 

Nevada . 
ree Dee ER are oo acoid: fis ; 340 + 44 + 5.4 1,902,517 1,822,226 1,804.823 

Washington 37 + 7.4 + 23 220,922 205,719 215,918 

Oregon 37 +-10.4 +22.1 238,764 216,226 195,598 

California 266 + 30 + 3.6 1,442,831 1,400,281 1,393,307 

TOTAL 1,651 + 2.1 +12.0 $9,593,282 $9,395,485 $8,564,591 

Chicago, Illinois 14 + 2.1 +-16.5 68,016 66,585 58,376 
Los Angeles, ‘California 33 - 0.7 + 1.] 161,791 162,904 163,655 
Portland, Oregon . 13 + 58 +19.1 33,471 31,641 28,105 
St. Louis, Missouri 14 + 38 +23.6 33,798 32,551 27,348 
San Francisco, California 29 +17.0 -10.9 128,819 110,097 144,558 





* Note while stores from these states are included in grand total, figures for these states are not shown on this chart because 
of insufficient data. Compiled by Bureau of the Census, U. S. Denartment of Commerce. 
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LEFT the United 
States last December, having com- 
pleted my business in this country 
and having no idea of what would 
happen. 

On the 8th and 9th of April 
when the Germans invaded Nor- 
way. I was living in the city of 
Oslo. Heavy firing was heard out- 
side of the city during the night 
of the 8th and due to the treachery 
of Major Quesling and his follow- 
ers Oslo was taken entirely by sur- 
prise. No damage was done to the 
city itself, save on the outskirts 
where the airport was located, and 
where a few bombs were dropped. 

Walking down to my office 
Tuesday morning, the 9th, I found 
German soldiers on guard around 
the radio stations, post office, cus- 
tom house, etc. They were in full 
control of the situation. Major 
Quesling had established some kind 
of a government by himself, after 
the King had left the city that 


morning, for an inland city. He 


60 


Two Norwegian 
policemen watch 
a detachment of 
the Nazi troops 
march through a 
street in Oslo. 


gave out the proclamation that he 
would rule the country in coopera- 
tion with the German general. 


This form of government, however, 


did not last more than a few days, 
due to Quesling, who was unpopu- 
lar among the Norwegians, a fact 
which the general realized. 


Order in Oslo 


The Germans in the city of 
Oslo acted correctly and politely 
but, of course, outside of the city 
where the fighting had started it 
was carried on in the regular Ger- 
man way. We were informed that 
we should go back to work and 
continue as before, but there were 
no cables, no mail and nobody 
there to buy anything. The banks 
closed due to a series of runs. 
The Germans established their own 
currency known as “Reich-Kredit- 
Kassen-Scheine” at the rate of 
166.66 Kroner and they allowed 
us only about 100 Kroner a week 


d the German 


By J. K. BORCH 


Manufacturers’ Representative 


(about $35.00). Business stopped 
and there were no imports or ex- 
ports. 

American citizens were in- 
structed to report at government 
headquarters and the consul in- 
formed us that we might obtain 
visas from the consulate, also 
from Sweden, German and Italian 
consulates. No dollars could be 
obtained so we cabled to the 
American State Department at 
Washington through the Legation 
that we needed money to cover our 
passage to Genoa, Italy, from 
which point we had been informed 
that it would be possible to come 
back to the States. 

I closed the door of my apart- 
ment and left everything I had be- 
hind. I put a man in charge of 
my firm, obtained all the neces- 
sary visas and left with my family 
on April 27 on the train for the 
Swedish border, We passed 
through Sweden to Trelleborg in 
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Occupation of Oslo 


EDITOR’S NOTE: The author of this article, J. K. Borch, has 
been a manufacturers’ representative in Norway where he has sold 
American hardware lines since 1930. Prior to the German occupa- 
tion he represented the Millers Falls Co., Greenfield, Mass.; the 
Faultless Caster Corp., Evansville, Ind.; Vaughan & Bushnell Mfg. 
Co., Chicago, Ill.; The Wayne Pump Co., Fort Wayne, Ind.; Tri- 
mont Mfg. Co., Boston, Mass.; the Rennous-Kleinle Division (steel 
brushes) of the Pittsburgh Plate Glass Co., Pittsburgh, Pa., and 
The Estwing Mfg. Co., Rockford, Ill. Prior to 1930 he was asso- 
ciated with Marshall-Wells Co., Duluth, Minn., for 12 years. 


the south where we took the ferry 
to Germany, reaching Sassnitz 
where we remained over night. We 
then continued through to Berlin, 
Munich and thence Brenner Pass 
into Italy and down to Genoa, ar- 
riving there on Thursday. We had 
to change trains several times and 
had little luggage as we were al- 
lowed to take only a handbag with 
us. We traveled by third class, no 
sleepers to be obtained and it was 
a very hard and tiresome journey. 
Thirty-six Americans made _ the 
trip together and we were all glad 
when we got aboard the Manhat- 
tan. Food aboard ship was excel- 
lent. Butter had been very scarce 
lately, particularly through Ger- 
many, where everything was given 
to you on ration cards which were 
obtained every morning on the 
railroad. 


What of the Future? 


I cannot understand what the 
future will hold for business in 
Norway when they will not be 
able to export any of their pulp, 
paper and other commodities or 
import food stuffs. That country 
is absolutely dependent upon im- 
porting and exporting. If the war 
is going to last for a very long 
time there will be a very severe 
winter for Norway for the fuel sit- 
uation, even last winter, was very 
difficult. This is due to the fact 
that all the fuel must come from 
England and the ships on the way 
from England last year were tor- 
pedoed by the Germans. 

Building materials, etc., will be 
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lacking as many of the hardware 
firms had only about three to four 
months’ stock. The Germans 
asked that building be continued 
but how can they build when they 
lack material? 


Return to America 


I came back with my American- 
born wife and my two boys who 
were also born in the United 
States. The older boy is now act- 
ing as a chemist in Galveston, 
Texas, and my younger son was 
just going to finish his college 
course in Oslo but was unable to 
do so due to the fact that the Ger- 
mans took over all the schools and 
colleges for living 
would like to get something to do 
in this country. It is impossible 
to return to Europe now. I am an 
old hardware man in the United 
States, as well as in Europe, and | 
hope that somebody here will find 
some use for me. 

I recognized many German 
soldiers who stood guard at vari- 
ous places in Oslo as men who had 
been working there for years. 
Even the general himself had lived 
at the hotel months before they 
invaded During that 
period he was supposed to be a 
traveling salesman and was known 
as Mr. Horst. 

The German efficiency is_re- 
markable. Everything is so efficient 
that nothing seems to be forgotten. 

It is now four weeks since I 
came to the States:and you know 
what has happened in the mean- 
time in Europe. 


quarters. | 


Norway. 
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Fewer Parts 


Quality Materials 
Longer Life 
Modern Double Case 
Husky Shackle 
Easy-read Dial 
3-Locking Tumblers 
Master Inspection Chart 


TROUBLE-PROOF SECURITY 
AT LOW COST 














Order from your Jobber 


Master Jock (co. 


World Leading Padlock Manujactu ner 
MILWAUKEE, WIS., U.S.A... 









New and Improved Merchandise—Dis play Helps—Sales Literature— 


Eagle Padlock ers, industrial control equipment, fuses “Tad-R-Shu” Added To 
a ae ee oe -_ ae a = “Red Devil” Line 

body, ease hardened stecl shackle, spe- y0xes, dimensiona oxes and price list. Thi Led She” dded , ch 
: a? is ad-R-Shu” adde 0 e 

cial hard brass keys. Case is highly “Red Devil” line consists of @ sturdy 


steel plate which is held firmly against 





Livestock Spray Display 








This new floor display stand devel- Y if | 
oped by the Gulf Oil Corp., Pittsburgh, if 
Pa., is furnished at no extra cost to / 
each dealer who orders six 1-gal. cans ie 


and six 2-gal. cans of Gulf Livestock 


4 
44f 
= a 






/ 
/ “ 4 
the sole of the wearer’s shoe with strong 
leather straps. Device has a slip-proof 
bottom of long-wearing rubber matting 
and a specially designed, grooved arch 
to grip the ladder rung securely. This 
item will be distributed along with 
other “Red Devil” products through es- 
tablished wholesale, hardware, paint 
and glass trade channels. Landon P. 
Smith, Inc., Irvington, N. J. 





polished and lacquered with water drain 
hole, cadmium-plated self-locking 
shackle, milled keys. Five pin tumblers, 
with practically unlimited key changes, 
maker states. Can be master-keyed. 
Case is 1% in. wide. Shackle, 5/16 in. 
Water drain hole in case. Packed six 
locks per box. Eagle Lock Co., Terry- 
ville, Conn. 


Shelby Merchandising Kit 
The Shelby Cycle Co., Shelby, Ohio, 


has issued the second in a series of four 
seasonal “File Folders” of advertising 
and merchandising material. The cur- 
rent folder contains material for a com- 
plete summer campaign featuring a tab- 
loid size newspaper. Other items in- 
cluded are a poster, a selection of 


Electrical Equipment 
Colt’s Patent Fire Arms Mfg. Co., 





Hartford, Conn., has issued a new cata- 
log reference book for its line of elec- 
trical products. The book includes 
safety switches, circuit breakers, meter 
service entrance switches, multi-break- 
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Spray, and 12 1-qt. Continuous Model 
Gulf Livestock Sprayers. The sprayers 
can also be displayed on the base of the 
stand. 


newspaper advertisements, model illus- 
trations, a group of “Ad-Ideas” and a 
printed description of the “Shelby 
Girl,’ a motorized action-display for 
the window. 
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for Retail Hor denne Stores 


$149 Refrigerator 


This “Summer Special” 8-ft.  re- 
frigerator retails for $149.95. It fea- 
tures the “Shelvador,” 


2 


“Freezor-cold,” 





? 


“Electro-Saver” power unit, special re- 
movable section of the bottom shelf to 
provide tall bottle space. <A _ set of 
oven-proof pottery is being given with 
this model as an added sales stimulant. 
Crosley Corp., Cincinnati, Ohio. 


Garden Court 


Loads in standing position or tilts 
forward to sweep in leaves, cuttings, 
dirt, ete. Holds two bushels. Has 
roller bearings in wheels for easy op- 





JULY 11, 1940 





Window Trims—New Packages—New Colors—Catalogs 


eration. Said not to tip sideways. 
Wood sides, 24-gage steel bottom and 
channel iron leg. Green enameled body 
trimmed in cream. Natural varnish 
handle with twin-shaped wood grips. 
Red wheels with cream stripping. Auto- 
motive-type nickle-plated snap-on hub 
caps. O. E. Thomson & Sons, Ypsi- 
lanti, Mich. 


Auxiliary Kitchen Heater 


Designed to harmonize with any Hot- 
point electric range and can be in- 
stalled on either right or left, or in any 
convenient kitchen location. A return 
flue arrangement is said to give this 








“Zephair” 40 per cent more heating 
efficiency. Control in heater top is 
accessible from the front. One model 
has a cast-iron lining for burning soft 


‘coal and wood; another, for hard coal, 


has a firebrick lining. Brass water coils 
or cast-iron water-front may be ob- 
tained for either heater, as optional 
accessories. Edison General Elect-’ 
Appliance Co., Inc., 5600 W. Taylor 
St., Chicago, IIl. 








Table Tennis Set 


Includes four tournament size, five- 
ply pipped rubber bats. Blades are 
laminated, beveled edge, triple sealed, 


anrenenenpemenanenenennaaner 


# seme 





varnished and polished, and have inter- 
national size handles, heavy leather 
bound; Pyroxlin trim; heavy weight 
bracket with no sag, type net; eight 
American-made balls, one set of rules. 
Packed in display box. List price, 
$7.00. Harvard Table Tennis Co., 60 
State St., Boston, Mass. 


“Super-Force” Drain Pump 


Maker states by adding four inches 
to the bell and changing shape, addi- 
tional power is provided to force all 
obstacles through drain or pull them up 





where they can be removed. Suggested 
retail selling price, $2.95. Air Force 
Plunger Co., 509 N. Wells St., Chicago, 
Ill. 
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*“Ced-R-Wood” 


For refreshing the inside of cedar 
chests, wardrobes and cedar paneled 
rooms; also for fibre boxes, paper bags 
Maker states 
treatment 


and clothing containers. 
it is also a_ preventative 
against moths and other insect pests. 
Applied preferably with a hand sprayer. 
To impregnate wood and wall-board in- 
sulation, an equal volume of kerosene 


~ ray A lad 
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is said to assist penetration and to give 
better distribution. The Sparhawk Co.., 
Sparkill, N. Y. 


New Vitamin B, Products 

“Vita-Flor” is a solution of Vitamin 
B: and other known factors of the Vi- 
tamin B complex, vital to plant growth. 
It is a product designed to help plants 
develop sturdy, robust roots and larger 
more beautiful blossoms. Maker states 
experiments conducted by scientists and 
professional growers indicated that Vi- 
tamin B,, when used in conjunction 
with the other known vital plant growth 
factors, has frequently produced better 
results than when used alone. In the 
one illustration, roots on one plant were 
soaked 48 hrs. in ordinary water before 
planting—plant has not broken dor- 
mancy during the month period. In 
the other illustration, roots of the plant 
were soaked 48 hrs. in vitamin solution 
before planting—it developed in new 
shoots and foliage. National Oil Prod- 
ucts Co., Harrison, N. J. 








Suction Pump 


Suitable for installation where water 
source is a shallow well, lake or cistern 
and where maximum lift is no greater 
than 22 feet Operated by electric mo- 
tor with automatic controls. Made in 
250-gal.-per-hour and  350-gal.-per-hour 
separately or 


The Heil 


capacity. Units come 
mounted on a 20-gal. tank. 


Co., Milwaukee, Wis. 


Decorative Tying Cord 


“Cotacord”—coated with a_ plastic 
material said not to chip or peel off 
and yet is completely flexible and easy 
to knot and tie. Comes in a variety 


of colors, including pastel shades and 





crystal clear. Packed in a_ self-dis- 
penser spool, provided with its own cut- 
Sample cards, showing 
Freydberg 


ting device. 
color range, are available. 
Bros., Inc., Stamford, Conn. 





Cabinet Sink Unit 


This model, known as the 54-in. Styl- 
ist unit is 54 in. long, 36 in. high and 
24 in. deep. Has two drawers (one for 
cutlery), four doors and takes a ledge 
mounting faucet with spray and 4-in. 
crumcup strainer. Sink is a_ single 
bowl, double drainboard model Cabinet 
has a 4-in. recessed toes space and a re- 
cessed knee space for easier and more 





comfortable working at the sink. Cab- 
inet has standard YPS handles of ex- 
clusive design and are heavy brass 


chrome plated. Youngstown Pressed 
Steel Division of Mullins Mfg. Corp., 
Warren, Ohio. 


Gun Cleaning Patches 


Frank A. Hoppe, Inc., 2314 N. 8th 
Street, Philadelphia, Pa., has issued a 
new folder which is a sample patch 
book. This book in addition to contain- 
ing actual samples of the various 
patches in the Hoppe line, contains il- 
lustrations and descriptions of other 
items of the company’s manufacture. 


Tool Catalog 

The Forsberg Mfg. Co., Bridgeport. 
Conn., has issued a new general cata- 
log featuring the complete line of Fors- 
berg “Whale” and “Viking” tools. 
There are 64 pages illustrating the tools 
in colorful illustrations, describing the 
salient points of each and giving gen- 
eral helpful and valuable data to metal 
cutting tool users. Arrangement of 
pages is designed so as to place the 
class numbers and list prices near the 
outside of the page. “Whale” tools are 
identified by orange page border and 
“Viking’ tools by green page border. 
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Multi-Job Cleaner for Home 


Described as a complete home clean- 
ing service because of the many func- 
tions it performs, a new cylinder-type 
cleaner known as the “Pace- 


vacuum 





maker” is announced by the merchan 
dising division, Westnghouse Electric 
& Manufacturing Co., Mansfield, Ohio. 
In addition to cleaning rugs, it does 
many other cleaning jobs in the home. 
including: cleaning linoleum, hardwood 
floors, upholstered furniture, draperies, 
walls, overall dusting, cleaning lamp 
shades and venetian blinds, shampooing 
of rugs, spraying of insecticides, spray- 
ing paints and lacquers, spraying liquid 
wax on linoleum and wood floors, moth 
prevention, and purification of air. The 
cleaner cylinder is all-steel, finished in 
a baked-on gray hammered effect, and 
the ends are of polished chromium. The 
cleaner stands on end for ease 6f re- 
moving dust. Has a 26-ft. cleaning 
radius. All tools are protected by soft 
rubber bumpers. Complete with all 
necessary attachments, the cleaner re 
tails at $59.95. 





Rubber Whiskbroom 


“Rub-Whisk”—made of soft sponge 
rubber, reinforced in the center, and 
said to pick up dirt, dust, powder, lint. 
hair or fuzz with simple brushing motion 
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May be rinsed in luke-warm, 
water. Comes in seven assorted colors 
and retails for approximately 50 cents. 


soapy 


The Joe Weil Associates, 30 Rocke- 
feller Plaza, New York City. 
*Fluralamp” Adapter 

For universal fluorescent. Makers 


recommend it for all general and con- 
centrated lighting purposes. Adapter 
is a self-contained, completely wired 
unit that is as easy to install as insert- 
ing a light bulb. Finished in attrac- 


tive steel wrinkled finish on out- 


gray 





side and white enamel inside. Made 
in two sizes, 24 in. and 18 in. Eagle 


Electric Mfg. Co., 59 Hall St., Brook- 
lyn, New York. 


“Hi-Gloss Handy” Waxer 








Designed for quick and easy appli- 
cation of any no-rubbing floor wax. 
Container is filled with wax, trigger is 
released and wax is spread. Yarn 
spreader is renewable and retails for 
25 cents. Suggested retail selling price 
of pint capacity waxer is $1.00. S. Lowe 
& Sons Co., Fairfield, Conn. 



































Cash-m 


ON THE WIDE DEMAND FOR 





Making screens; cabinets; other wooden 
articles; repairing furniture 


@ There’s a wide de- 
mand for this handy item! Nearly everyone 
who works with wood can use them—home- 
owners, carpenters, cabinet makers, etc. Dis- 
played in a convenient, attractive carton, 
Acme Corrugated Fasteners will provide the 
eye-appeal to attract your customers 
will prove to be one of the best extra-sales- 
getters you've ever handled. 


Acme Tack-Point Corrugated Fasteners 
are used for repairing furniture, making 
screens, cabinets and other wooden articles. 
Available in two types, parallel and diver- 
gent, Acme Fasteners assure easy driving 
and stronger joints. The sharp cutting edges 
penetrate, but do not crush the wood fibres. 
The divergent feature draws the two pieces 
of wood closer together. 


If your jobber can’t supply you, 
write us direct. 





PACKAGED IN 3 POPULAR SIZES 


There are 50 fasteners of one size to a box 
%x4, V¥,x5, or %x5. The display carton con- 
tains 12 boxes. For larger requirements: 
standard cartons of 250, 500 and 1000 fasten- 
ers; boxes of 100 fasteners, 10 boxes to a 
carton; and in 100-Ib. kegs... 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, Ill. 
Branches and Sales Offces in Principal Cities 








MAIL THE COUPON 
FOR FREE SAMPLE BOX 



















Acme Steel Company, 
2838 Archer Ave., 
Chicago, Ill. 


Send me, without charge, a sample box ot 
Acme Tack-Point Corrugated Fasteners. 


Address 
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BELT LACING 









A stronger lacing for all types of 
belts. Put on with a hammer— 
easily penetrates the toughest telt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
a permanent “*humpless”’ joint. 
2-piece hinged rocker pins provided. 
8 sizes. In boxes, handy packages, 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives — especially drives operating 
under outdoor conditions. 


wi oe 
Preferred be- 
cause they are 
handled safely. 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment —— every hook is 
used, no card waste. Fit Wiregrip 
or any other standard ilacers. 
Available in 6 sizes. 


S MENDERS P 
A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 


the fleld. Get your share of this 
profitable market. 




























Write today for Catalog and Circulars 


ARMSTRONG - BRAY 
& Co 


“The Belt Lacing 
People” 





Ave., 


304 Loomis 
CHICAGO, U.S.A, 





Lecitimus 


For 114 years 

this trademark 

has been the 
guide to the 

Now that Boy best in axes. 

Scout hiking and 

camping days are here, ~ 

you can cash in by of 

fering the Collins Official 

Boy Scout Axe approved 


and licensed by the National 





Boy Scouts of America. 


These keen Scout Axes are of the 

same high quality standard as the rest of the 
complete Collins lime . . . Axes, Hatchets, 
Picks, Mattocks, Bush Hooks and 
Your jobber will supply them. The Collins 


Hoes. 


Company, Collinsville, Conn. 
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Single Bitted Drawer Locks 


No. 1978, cylinder cast. % in. di- 
ameter. Regularly furnished with 
nickel plate and polish finish to face. 
Operation, 180 degrees key turn, key 





withdrawing in both locked and un- 
locked position. Steel bolt, 11/32 in. 
throw, cadmium plated. Five disc 
tumblers. Two brass nickel-plated keys 
to each lock. Two hundred different 
changes regularly furnished. Key 
changes all alike, keyed alike in sets, if 
specified. Can be furnished with 200 
different key changes, master keyed at 
additional price. No. 1970, solid cast— 
% in. diameter. Bright nickel finish. 
Heavy brass bolt, 11/32 in. throw. Five 
disc tumblers. Two. brass __ nickel- 
plated, embossed keys to each lock. 
Chicago Lock Co., 2024 N. Racine Ave., 
Chicago, Il. 


Small G-E Refrigerator 


This LB4 unit replaces the JB4 as a 
standard unit for small residences and 
apartment houses. Has same width 
and approximately same height, but has 





4.2 cubic-foot greater capacity; 50 per 
cent greater frozen storage capacity; 
twice as much bottle space; super- 
freezer can hold two pounds more of 
ice cubes if desired. General Electric 
Co., Bridgeport, Conn. 


Mileor Price Book 


A new price schedule for the complete 
Milcor line of sheet metal building 
products and fireproof building mate- 
rials is now available from the Milcor 
Steel Co., Milwaukee, Wis. Indexed and 
bound in an attractive pocket-size hand- 
book, are prices and dealer discounts 
for the complete Milcor line of rain 
carrying equipment; roofing and siding 
materials and accessories; ventilators 


i ¢ veers, t 





and skylights; farm specialties; metal 
ceilings, cornices and walls; furnace 
pipe, fittings, and accessories; stove 
pipe, bake ovens, and “Airtite” heaters ; 
metal lath, metal trim, and other fire- 
proof building specialties. 


Parker-Kalon Assortments 


Parker-Kalon Corp., 200 Varick St., 
New York City, is making available 
through hardware wholesalers five as- 
sortments of its merchandise. Each 
package acts as its own counter dis- 
play, and occupies only a few square 








for Replacements on Home and 
Ofce Appiionces, par 
Accovveries, Bicycles, Uectrical end 
Meochenival Devices, Machinery, 
Kevetery Partitions, ot. 


PARKER 


AURKEH-KALON 
CM frrged CAP NUyS 





PAR 


CA 


inches. The newest of these assortments 
are the cap nut and thumb screw assort- 
ments which have been added to those 
assortments previously offered — wing 
nut, file handle, and repair plugs. No. 
60 Assortment of cold-forged cap nuts, 
contains 60 of various sizes. Dealer’s 
cost, $1.25; average retail value, $3.50. 
No. 100 Assortment of thumb screws 
contains 100 cadmium plated screws of 
various sizes. Dealer’s cost, $1.50; aver- 
age retail value, $3.60. 


(4) 


Oo ay 


HARDWARE AGE 





EOE ST 


aipgne 























we 





Beary? 


ISIE 





| 








Cory Tray Set 


Cory now offers the Royal Deluxe 
Tray Set. The tray is equipped with a 
Cory Royal Coffee Brewer and glass 





cream pitcher and sugar bowl, hand 
decorated with platinum striping to 
match the brewer. The tray is beauti- 
fully carved from genuine birds eye 
maple and is given a special high- 
gloss finish impervious to moisture and 
stain. Four deep compartments provide 
for hors-d’oeuvres, jam, crackers, rel- 
ishes, cakes and sweets . . . the refresh- 
ments served with hot coffee or tea. 
Glass Coffee Brewer Corp., 325 N. 
Wells St., Chicago, II. 


Reflecting Numbers 


Are of all-metal construction—no 
glass. Reflector metal is said not to 
tarnish or rust and to retain its reflec- 
tivity indefinitely. Green and black 
baked enamel finish. Furnished as- 








sembled or unassembled. Keyed set 
screw holds head and post firmly to- 
gether. C. H. Hanson Co., 303 W. Erie 
St., Chicago, Ill. 





Corbin General Catalog 


No. 28 features complete sectional 
indexing by tabs; book divided into 21 
sections according to material; each 
section set off by divider sheet with 
visible index tabs. Each divider sheet 
has table of contents for that section. 
All information, throughout the book, 
is listed in tabular form with item 
numbers in bold face, to permit easy 
location and comparison of items and 
factual information. Loose-leaf binder 
allows new pages and corrections to be 
easily and quickly inserted. Appear- 
ance of catalog has been improved by 
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using a finer, coated stock which repro- 
duced illustrations with greater detail 
and accuracy. A section in the front 
of the catalog explains the advertising 
and merchandising aids available to 
dealers. P. & F. Corbin, New Britain, 
Conn. 


Stewart-Warner Ranges 


Five electric ranges comprise the 
1941 line. Features are “Thrifty Heat” 
units and controls for surface cooking, 
incorporating flexible, smooth-turning 
dials by means of which any tempera- 
ture may be selected up to the topmost 
heat provided; “‘Duo-Matic” preheat con- 
trol, automatic setting of baking switch to 
permit oven to be preheated and ready 
for baking or special baking in one 
consecutive operation; greater cubic 








content of oven interiors; five-way 
timer to control automatically cooking 
time in oven or surface unit, conveni- 
ence outlet, “Econ-O-Way” cooker, or 
surface unit and cooker in combination. 
Many convenience features have been 
added to the line, such as signal indi- 
cators, automatic interior oven light, 
self-cleansing oven vent, six-quart deep- 
well aluminum cooker. Stewart-Warner 


Corp., Chicago, Ill. 








Bicycle Accessories 

Delta “Raylite,’ a one-cell bicycle 
headlight; “Sentinel,” a bicycle tail 
light to match, and “Signalite,” a pair 








of safety bicycle running lights that 
match the headlight and tail light. 
Delta Eletcric Co., Marion, Ind. 


G-E Clocks 


Eight new clocks added to line, in- 
cluding four new alarm clocks, three 
new kitchen wall clocks and an inexpen- 
sive nautical model. The design of the 
latter, the “Navigator,” No. 3H-98, is a 
ship’s wheel in a light brown plastic 
case. Spokes are gold in color (two 
serving as legs) as are the star decora- 
tion, bezel, and motor housing. Clock 
stands 754 in. high and is priced at 
$5.95. The four alarms range in price 
from $5.95 to $7.95 and from distinctly 
feminine styling to sturdier models. The 
kitchen clocks have a price range from 
$3.95 to $5.95. General Electric Co., 
Bridgeport, Conn. 
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make one sale 


and the "stampede" is on 


That's been the experience of hardware 
dealers everywhere. The first ‘‘Handi 
Cart’’ sale in a neighborhood means an 
avalanche of repeats. 













AT 


It’s the 
“Successor to 
the 


Wheelbarrow” 


The MASTERS 


“HANDI-CART” 


Everyone instantly recognizes its utility, Ad 
vertising in Better Homes & Gardens, The 
American Home, The Flower Grower, Horti 
culturiat and other national magazines is cre 
ating inereased sales daily. The ‘‘Handi 
Cart,’’ sturdily built to stand abuse, handles 
Saves shoveling, 


r PEND 





up to 300 pounds easily 
Invalu 








lifting, stooping 
able around garden, yard Two Sizes 
and garage. Every ‘‘Handi Two Prices 
Cart’’ guaranteed. If your 
jobber cannot supply, order 7 5 
direct from factory 
‘ 2 cu. ft. 
Live Dealers and ond 
Jobbers Wanted 
Write or wire now for com- $ 7 5 
plete deseription and trade =—_—_— 
discounts. 3 cu. ft. 


MASTERS PLANTER CO. 
4029 West Lake Street, Chicago, Ill. 








There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales- producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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Window Cleaning Seat 

May also be used as a garden swing 
and repair device. Weighing approxi- 
mately six pounds, it is said to be able 





to sustain a load of 625 lbs. When 
folded it occupies small space. Easily 
attached to window. Mounting hooks 
are of special alloy steel. Has two 
small hooks on sill and two button rivets 
on brackets to prevent device from slid- 
ing back or sideways. Each device 
comes with sufficient hooks for five win- 
dows; simple hole wrench to turn in 
the hooks and directions for placing 
and fastening hooks. The “Pal-Mos” 
Ufg. Co., 2191 W. 59th St., Cleveland, 
Ohio. 


Plastic Clothespin 


A new type of clothespin, “Klipit,” 
made of cellulose acetate, a plastic 
product, is announced by the Detroit 
Macoid Corp., Detroit, Mich. Accord- 
ing to the manufacturer, “Klipit” is 
light in weight, easily handled, com- 
pact, economical and sanitary; its hard, 
smooth surface will not absorb dirt. 
“Klipit” is said to have positive gripping 
action that not even a strong wind can 
dislodge and that it will not tear or pull 
the finest fabrics such as silk stockings 
or other delicately textured materials. 
Maker states that while it holds clothes 


tightly it will not leave marks or 
creases in dried garments. “Klipits” 
will come packed one dozen in a box 
and will be made in several brilliant, 
translucent colors. 


Flexible Shaft Machines 


Catalog No 40 covers the various new 
Stow flexible shaft machines under 
such headings as truck models, adjust- 
ment models, and radial arm models. 
Catalog is divided into four sections, 
illustrating the various machines, cover- 
ing attachments such as hand pieces, 
angle heads, etc., applying to acces- 
sories such as grinding wheels, buffs, 
etc., and relating to flexible shafts only 
together with horsepower and torque 
tables. Stow Mfg. Co. Binghamton, 
N. Y. 


Paint Brush Preserver 


Is an all-metal container designed to 
suspend paint brushes at correct depth 
compartments 


in individual holding 





paint solvent or preserving fluid. Pro- 
vided with a wringer to clean each 
brush before and after using. Individual 
brush clips hold brushes. Made in two 
sizes with five and three-brush compart- 
ments. Yenne & North Mfg. Co., P. O. 
Box 362, Wooster, Ohio. 


Bar-Out Lox 

Maker states this lock has an im- 
movable bar and cannot be forced or 
picked, filed or sawed. May be used 


BAR-QUTLOX 
(Es 


E LOCK WITH THE IMMOVABLE BAR 
omen alccucticked: 








om 
FRENCH DOORS 


double 
windows as sash lock or open window 
lock, as a surface dead bolt on back 
doors or screen doors and on French 
Comes in three plates, nickel, 
complete with 


on casement windows, hung 


doors. 
bronze, or brass and 
screws and strikes (single and double) 
to retail for 25 cents. Bar-Out Lox Co., 
3429 E. Olympic Blvd., Los Angeles, 
Calif. 
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Hack Saw Blades 


These soft center hack saw blades 
are of tungsten alloy steel with ex- 
tremely hard teeth for quick cutting. 
Have hard back edge for rigidity, with 





soft center to provide flexibility. Maker 
states these blades will stand much 
abuse and are economical because of 
long life and their ability to stand up 
under strains and stresses. Counter dis- 
play is bright red and blue, and _ pro- 
vides selling features and specifications 
of the blades. Assortment consists of 
one gross blades. G. W. Griffin Co., 
Franklin, New Hampshire. 


Kelvinator Electric Range 


Model ER-28 has been added to the 
1940 line and carries a suggested de- 
livered-in-the-kitchen price of $129.95 
anywhere east of the Rocky Mountains. 
Range features one-piece welded con- 
struction, porcelain-enameled _ inside 
and out; cooking top of one-piece, 
acid-resisting porcelain enamel with 
back splash and back shelves; oversize, 
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two-unit oven, 16 by 16 by 19 in.; five- 
speed Kelvinator Chromalox surface 
units, which have two heating areas 
that can be energized separately; six- 
quart Scotch kettle, complete with a 
five-speed Kelvinator unit. Kelvinator 
Division, Nash-Kelvinator Corp., De- 
troit, Mich. 


Ironer 


Model 518-C features adjustable _bi- 
metalic disc type thermostats and the 
introduction of two speeds to the float- 
ing roll. The two thermostats are lo- 
cated at either end of the shoe to af- 
ford more positive control. A _ fast 
speed is provided for normal ironing 
and a slow speed for the convenience 





of beginners. Controls may be oper- 
ated by knee or finger-tips. Apex 
Rotarex Corp., 1070 E. 52nd St., Cleve- 
land, Ohio. 


Decalcomania 

These new Decalcomanias were de- 
signed by Tony Sarg. Each is put up 
in a Cellophane envelope, bearing full 


instructions for application and blotter 


for applying it. A “Junior” assortment 
consists of one gross of assorted decals 
in 12 designs. The “Senior” assort- 
ment consists of two gross decals in 
24 various designs. Both assortments 
are 10-cent retailers. Display box with 
each assortment. Harry Ratner Decal- 
comania Co., Maspeth, N. Y. 
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The Pioneers of 
Practical, Efficient 
Calking Loads 
Give You— 


THE 
PERFECT 
LOAD 


The Most Practical 
and Efficient 
=f Calking Load On 

SPEE The Market 
rane ® 4 7 
NO LIDS 
To REMOVE 


Hands Never 
Touch Compound 








Cay, boag 5 Easiest Load in 
“thing rind nea see the World to use. 
Ain, snside and outsif® 

Ripe Solid Pack—No 
Air Pockets to 
Clog gun with 


dried out, Chunky 


prooucys) Compound 
Mae rerunen conten Gt 
Dy RRLANBUL Special Air-proofed 
NCAN C co container, practically 
ON Vacuum packed 


Guns of 2” dia. 
barrel handle this 
new load 








All you have to do is, drop load into gun, 
| slice off seal in top, replace cap. 





a : =z 
% ft, DROP 4040 | 
f INTO GUN | 




















| The perfect load for calking guns. No 
messy lids to remove. Only place calk- 


ing touches gun is the inside of nozzle. 
And each load packed with Genuine Nu- 
Calk Calking Compound—the quality 
standard. 


10°% More Calking 
in each load— 


ees » 10 
Loads 
to Carton 


(Previously Packed 
8 Loads to Carton) 


MACKLANBURG- 
DUNCAN CO. 


MANUFACTURERS 


| OKLAHOMA CITY, OKLAHOMA 
| 
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\ Ria STACY, 


partner in the retail hardware firm 
of Stacy & Morely, is walking lei- 
surely down the street enjoying 
one of the rare, clear days of early 
summer. Turning the corner, he 
spies his partner, Frank Morely, 
standing in front of a service sta- 
tion. Morely seems to be deep in 
thought and does not notice his 
partner’s approach. Finally, it 
becomes too much for Stacy. 

STACY: What’s on your mind, 
Frank? 

MORELY: Just looking at this 
service station, Bill, wondering 
how much oil business it does. 

STACY: What put the idea of 
oil in your head? 

MORELY: An article | read in 
the June 27th issue of HARDWARE 
Ace. The title, as I recall it, was 
“Oil Is More Valuable Than 
Gold!” It told a mighty interest- 
ing story of the importance of oil 
throughout the world and how the 
hardware dealer had let the pack- 
age and bulk oil business get away 
from him. 

STACY: That’s right, it has 
slipped away from us. And right 
now it looks as though the service 
stations had what we used to have. 
Too bad we can’t get those sales 
back. 

MORELY: That’s what I 
thought until I read that article. 
There are a lot of fellows who 
change the oil in their cars and 
tractors themselves. And _ those 
fellows are the ones we should go 
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after. This article told some of 
the ways in which we could turn 
those fellows into customers for 
oil in packages up to the two-gal- 
lon size at least. Mighty inter- 
esting if you ask me. 

STACY : What else did you read 
in that issue? 

MORELY: Well, there was a 
short article about a firm that sells 
$1,500 in electrical supplies and 
lamps every year in a town of 
1,500 . . . one dollar in sales for 
each inhabitant. 

STACY: Anything on that ser- 
ies “Modernizing the Hardware 
Store”? 

MORELY: Quite an article and 
it’s good all the way through. De- 
scribes the modern Housewares 





and paint departments this time 
and does a bang-up job of it, too. 
I never miss that series and I guess 
you don’t either. 

STACY: Vd be a bit of a chump 
if I did. There’s no soft soap in 
that series—it’s good, solid meat 
all the way through. What else 
was there? 

MORELY: Well, there’s a 
mighty good article on a firm in 
Pennsylvania that departmentized 
its store by using :pine-paneled 
partitions and making each de- 
partment a completely separate 
section. No mix-up, but a place 
for everything and everything in 
its place. The idea seems to have 
been pretty well received by the 
customers, too. They all seem to 
like it. Then there was another 
article that corrected the general 
impression that June was the only 
month in which weddings were to 
be taken seriously by retail deal- 
ers. From the evidence submitted, 
every month in the year is a good 
month for weddings. Keep that 
in mind and we'll be selling gifts 
all the time. 

STACY: Any more of those 
pages showing manufacturers’ dis- 
play helps? 

MORELY: Yes, three of them, 
and all mighty interesting to any 
hardware dealer. And, by the 
way, there was another interesting 
feature. Told about the vacations 
the jobbers were planning. Say, 
speaking about vacations, when 
are you going on that fishing trip? 

The partners walk off down the 
street. 





Sales Follow Rural Electrification 


T has been estimated that the 

average farmer invests approxi- 
mately $300.00 in wiring and applli- 
ance merchandise during his first 
year as a user of electricity and this 
opens up splendid new business op- 
portunities for retail hardware mer- 
chants. 

What kind of appliances did these 
new users of electricity purchase? 
Irons were bought by 84.2 per cent, 


Editors’ Note: — From a talk by 
George D. Munger, director, Utili- 
zation Division, Rural Electrifica- 
tion Administration, before the In- 
diana Retail Hardware Association 
annual convention, Indianapolis, 
Ind., Jan. 31, 1940. 


radios by 82.4 per cent, washing 
machines by 58.9 per cent, refriger- 
ators by 32.3 per cent, toasters by 
31.0 per cent, vacuum cleaners by 
21.3 per cent, hot plates by 19.2 
per cent, pumps by 18.5 per cent, 
motors up to one horsepower by 18.2 
per cent, and cream separators were 
purchased by 14.0 per cent. 

REA has lent money to finance 
688 projects as of January 1, 1940, 
representing a total of $273,000,000. 
At this time approximately 400,000 
farm families were receiving cur- 
rent from these lines. Projects now 
complete or under allotment will 
make electrical service available to 
more than 750,000 consumers. 
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What Sporting Goods Mean 
to the Hardware Dealer 





(Continued from page 40) 


guns. Others say that while deal- 
ers are not satisfied with the mar- 
gin of profit, if they were given 
more profit, they would not keep 
it. 

But I know that dealers are in- 
terested in stocking guns if they 
can be sold at a profit. With the 
exception of the low-priced .22 
caliber rifles, dealers are not com- 
plaining about the margin of 
profit. They are complaining be- 
cause the margin is not being 
maintained. 

We all know that the greater 
assortment of goods the dealer 
carries, the more he is likely to 
sell. The more he sells, the more 
volume for the manufacturer, and 
the more volume the lower the cost. 
Therefore, after this plan is in op- 
eration, if the profit set-up is 
still unsatisfactory, manufacturers 
could then increase the profit mar- 
gin. [I believe that if manufac- 


turers could be assured that retail 
dealers will support them by carry- 
ing larger gun stocks, they would 
certainly be inclined to take ad- 
vantage of the Tydings-Miller Law. 

Regarding ammunition the story 
is somewhat different. Because of 
freight costs, the prices vary so 
that fair trade contracts would 
be an almost impossible task. But 
let us make a start. Let us try first 
with guns, and let us do it right. 
We must do more than just print 
a fair trade list. We must back up 
the contracts with a few prosecu- 
It can be done, and it is 
being done by manufacturers out- 
side of the sporting goods busi- 
ness. 

Believe me, when I[ tell you 
again the sporting goods’ business 
offers you great possibilities. There 
is no limit to what you can do 
with it, for we have been educated 
to believe that it “pays to play.” 


tions. 


The Marine Department Has the Situation in Hand 


(Continued from page 23) 


the season advertising was a news- 
paper ad used last April which in- 
vited boating fans to the store. 
Such items as steering wheels, 
mooring buoys, anchors, bow 
lights, horns, whistles, and other 
signalling devices and even the 
“latest style officers’ caps with in- 
signia” were illustrated. Skippers 
were invited to “Fit out your boat 
for the spring. We'll provide you 
with equipment from lamp to 
motor, from bell to battery. You'll 
get the most out of your boat if 
you make it shipshape. Here’s 
how. Buy now—for a longer sea- 
son of boating enjoyment.” The 
same ad made a bid for the sale of 
boats, canoes, outboard motors, 
priced from $51.25 and up, etc. A 
smaller ad in June calling attention 
to “National Outboard Motor 
Week, June 8 to 16,” made a par- 
ticular bid for sales to the fellow 
then depending on oars for push- 
ing his boat through the water. It 
suggested that owners of rowboats, 
“Enjoy every thrilling moment on 
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the water. Get into a powered 


boat and double your fun and | 
breeze along. Use a Johnson motor 
and your rowing troubles are 
over.” 


Retail Trade Facts 
fies roe retail trade 

estimated at approximately 40 
billion dollars according to an ar- 
ticle in the April, 1940, issue of 
Journal of Retailing entitled “How 


in 1940 is | 


Much Do You Know About Retail | 


Trade?”. 


tion was: 


Other interesting informa- 


1. There are one and a half mil- | 


lion stores in the United States. 

2. Retail trade declined 50 per 
cent from the high of 1929 to the 
low of 1933. 

3. Chain stores do about 23 per 
cent of the retail business. 

4. Department stores do about 10 
per cent of the retail business. 

5. Retail of mail-order 
houses are showing the most rapid 


stores 


growth. 
6. The average family spends $320 
annually in food stores. 


ARMSTRONG 


Chrome-Vanadium 






When “talking shop" on 
wrench quality it’s always 
ARMSTRONG Chrome- 
Vanadium Wrenches that carry the 
100% stamp of approval. Wrench 
buyers and wrench users alike know 
that these are quality tools — the 
finest available today. Carrying a 
reliable manufactures’ guarantee 
against spreading or breakage 
ARMSTRONG Wrenches are _ pri- 
marily designed for discriminating 
buyers—men who know that 
strength has not been sacrificed for 
a longer, thinner and lighter wrench 
—a strength not based on bulk but 
on excellence of design and material. 


Write today for the C-39 Catalog 
—standardize with a line you can 
guarantee! 


_ ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 
Eastern Warehouse and Sales: 199 Lafayette St., New York 





THIS NEW 


* PAINE 


FIBER ANCHOR 

—_ Will SWELL 
YOUR SALES 
And PROFITS 


Regardless of where your 
store is located, you'll find a 
ready, profitable market for 
the new PAINE Fiber Anchor 
that provides secure anchor- 
age for wood-screws in wood, 
¥ brick, tile, marble slate or 
; other fragile materials. 





> These Fiber Anchors are made 
from a strong and durable, 
} semi-plastic composition that 
is impervious to moisture and 
temperature changes. They 
provide holding strength far 
in excess of all requirements 
and are easily and quickly in- 
stalled. 


Ask your Jobber TODAY for 
PAINE FIBER ANCHORS and 
get your share of this extra- 
profit business. A FREE sam- 
ple and catalog featuring our 
complete line of Toggle Bolts, 
Lead Anchors, Malleable 








=~ 








SS 


40 Shields, Pipe Hooks 
and Straps; Drills, 
Different Sizes O.B. Hangers and 


Switch Boxes will be 
mailed upon request. 


From %"' to 3'/2"' 
in Length 


THE PAINE CO. 


2963 Carroll Ave. Chicago, Ill. 
New York Warehouse & Sales: 48 Warren St. 
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Henry Disston 





(),,. of the best known 


names in the hardware industry, 
Henry Disston & Sons, Inc., Phila- 
delphia, Pa., this year is celebrating 
the 100th anniversary of its found- 
ing. In impressive ceremonies at the 
company’s 65-acre plant, S. Horace 
Disston, president, dedicated a me- 
morial gate on the Disston Athletic 
Field before an assemblage of some 
1000 people. 

Disston officials sealed one stain- 
less steel box into one of the pillars 
supporting the wrought-iron memo- 
rial gate. In this box were six hand- 
saws in models from that in 1874 to 
the latest design with a plastic han- 
dle; a dozen hack saw blades; a 
dozen files; a circular saw; a prun- 
ing saw; a groover and inside cut- 
ters, and assorted Disston literature. 
Beams across the memorial gate 
were cut by William L. Disston, Jr.. 
the first of the fourth generation of 
the Henry Disston family, who is 
being trained thoroughly in the 
shops, as were all Disston executives. 
S. Horace Disston, W. D. Disston, 
vice-nresident, and Jacob S. Disston. 
Jr., vice-president, looked on. 

As part of the ceremonies, R. T. 
Nalle, second vice-president in 
charge of manufacturing operations. 
awarded a service pin set with dia- 
monds to Disston’s “grand old man,” 
George Metzger, 83-year old foreman 
of the blacksmith shop, who has 
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seen 70 years of active employment 
with the Disston organization. 

In addition to Mr. Metzger’s long 
years of service, there are two em- 
ployees who have worked for the 
company for 60 years; 58 have 
worked for 50 years, and there are 
also several families of grandfather. 
son, and grandson working in the 
plant today. 

President Disston’s dedicatory re- 
marks took such employee-loyalty in 
stride. He said, in part: “There are 
good reasons why Henry ‘Disston & 
Sons, Inc., has accomplished 100 
years in business, and I glow with 
satisfaction in the belief that much 
can be attributed to the continuation 
of the traditions handed down by 





& Sons, Inc. 


Luke Frazer, 83-year old 
resident of Talladega, Fla., 
and for many years a Disston 
salesman in the South is 
greeted by S. Horace Dis- 
ston, left, president, and by 
Jacob S. Disston, Jr., right, 
vice-president. 


Henry Disston—the solidarity and 
loyalty of the organization, the good- 
ness of the products, and the fine 
spirit of cooperation that always has 
existed between the company, the 
staff, and the workmen. 

“Henry Disston stood for fair deal- 
ing.” he said. “He gave a square 
deal and looked for one in return. 
He put his best into his job, and 
asked no more of his workmen. Ser- 
vice to his country, service to his 
customers, and service to his fellow 
man were his cardinal principles. 

“The world is badly out of gear. 
There is too much greed; too much 
selfishness; too much ‘I’ and not 
enough ‘we.’ The other fellow has 
feelings and rights. Let us be toler- 
ant, considerate, and our hearts 
filled with faith, hope, and charity. 
It is in this spirit that we dedicate 
this memorial gate in the name of 
Henry Disston, and in the names of 
Disston workers, who have gone to 
the great beyond, and to those today 





This array of Disston products in a stainless steel box was 
sealed in the memorial gate at the Disston Athletic Field. 
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100th Anniversary 


Wm. L. Disston, Jr., 
the first of the 


fourth generation, 
sawing open the 
beam across the 


wrought iron mem- 
orial gate. 


who are striving to make the world 
a better place to live in.” 

In still another phase of the ob 
servance of its 100th anniversary. the 
Disston company is bringing up to 
date its certificates in the 25-Year 
Club. Hardware retailers who have 
sold Disston saws for 25 years o1 
more are eligible. This club has 
more than 1000 members. 

From its humble beginning in the 
cellar of a building in Bread St., 
Arch Streets in 

company has 


near Second and 
Philadelphia, the 
grown to its present stature where it 





Disston’s “grand old man,” George 
Metzger, is 83 years old and has 
been with the firm for 70 years. 
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manufactures over 5.000.000) saws 
and blades a year. Its 2000 products 
spread into many fields, while there 
is scarcely a country that does not 
know Disston merchandise. 

By 1855. Henry Disston had built 
his own furnace and cast the first 
crucible saw steel ever made in 
America. In 1865, he 
manufacture of files and today Diss- 
ton makes 250 kinds of files in more 
than 1000 different cuts and _ sizes. 
In 1874, Henry Disston designed the 
skew back saw. The first 18-inch 
metal cutting saw was produced by 
Disston in 1889, while in 1894, 
Disston made the first machine hack 
saw blades. The first heat of electric 
tool steel of crucible quality was 
cast by Disston in 1906, and in 1919 
the company introduced the section- 
al interlock inserted tooth milling 
saw for which, in 1922, it was 
awarded the Franklin Institute 
Medal. 

Disston, in 1924, made the first 
110-inch spiral inserted cut-off saw 
for cutting single bolts from the 
large logs on the Pacific Coast. Each 


began the 


saw weighed 675 lb. and each had 
190 teeth. Another innovation came 
five years later when the Carboloy- 
fitted saws and knives with cutting 
edges tipped with Carboloy were in- 
troduced. More recently in 1935. 
Disston developed the hand saw with 
a new type handle made of molded 
material, and again in 1939 the com- 
pany introduced a complete line of 
thin planer knives. 

With this heritage of pioneering, 
experiment, and achievement, the 
Disston firm is looking forward to 
its second century of progress. 

















THE MODEKN 
PIED PIPERS 


are the 


BETTER BRAND 


MOUSE and RAT 


TRAPS 


WRITE US FOR FOLDER OF COMPLETE LINE 
AND NAME OF JOBBER—ASK YOUR JOB- 
BER TO SHOW YOU OUR NEW STEEL 
MOUSE TRAP—RETAILS FOR FIVE CENTS. 


McGILL METAL PRODUCTS C0. 


DEPT. 151 


MARENGO, ILLINOIS 








SpeedWay, for 30 years lead- 
ing manufacturers of industrial 
electric tools, now brings the 
hardware trade its first com- 
plete line of quality electric tools for 
the home workshop that: Is Priced to 
sell in volume in every community... 
is widely advertised... carries a full 
profit margin . . . of which each tool 
is correctly designed, of correct speed, 
full capacity and powered by a specially 
wound high torque SpeedWay tool motor 
(110 v. universal). Streamlined and 
finished in 2-tone (blue and lacquered 
white metal) actually thousands in use 
















No. 69 Drill has 4%” Capac- 
ity in steel, handle and gear 
housing die cast. operating 
speed 1000 R.P.M. 

No. 129 Grinder operates at 20.000 
R.P.M. (has high speed essential to 
efficient grinding with small stones) 
and collets for %” and 3/32” arbors 
No. 250 Kit consists of No. 69 Drill 
No. 129 Grinder and 5 accessories in 
attractive steel display carrying case. 
Router Frame converts Grinder into 
free router or shaper. 

Drill Stand takes either Drill or 
Grinder. 

Bench Grinder complete with mo- 
tor, 2 wheels, rubber feet. carrying 
handle, cord and plug. 


ROUTER 
| FRAME 





Circulars, displays, counter sheets 
furnished. Write for catalog sheets. 


SPEEDWAY MFG. CO. 
1836 S. 52nd Ave., Cicero, Ill. 





73 








Louisiana Opposes Labor Bills 
Detrimental to Hardware Trade 





Left to right: C. E. Vetter, vice-president; D. O. Mansfield, 
secretary-treasurer, and H. L. Lagarde, president. 


~OUISIANA’S Retail Hardware 
Association, told that “We're all 
in politics up to our necks, whether 
we like it or not,” took the warning 
seriously and, at the closing session 
of its 23rd annual convention in 
Alexandria, La., June 20-21, adopted 
resolutions opposing all Louisiana 
legislative labor-regulation _ bills 
“detrimental to the retail hardware 
industry.” 

The warning was sounded by Fred 
C. Barksdale of the Brown-Roberts 
Hardware Co., Alexandria, who, as 
principal speaker at the association’s 
annual banquet, declared _ that, 
“Since we’re in politics, it behooves 
us to fight for clean politics.” 

Mr. Barksdale called upon the 
dealers to help “turn the spotlight 
of publicity upon all government” 
so that the citizens of Louisiana 
might never drift into a state of 
“apathy” again. He referred to con- 
ditions which existed prior to the 
recent ouster of the Long political 
machine. 

“Louisiana,” he said, “today stands 
upon the threshold of a glorious fu- 
ture if we, her citizens, guard and 
protect her.” 

H. L. Lagarde of New Orleans 
was elected president of the asso- 
ciation to succeed Emile Bizet of 
Shreveport. C. E. Vetter of New 
Orleans was named vice-president, 
and D. O. Mansfield of Alexandria 
was reelected secretary-treasurer. 

Mr. Bizet and A. A. Kussmann of 
New Orleans were named members 
of the association’s advisory commit- 
tee. New directors are W. D. Me- 
Cormick, Oak Grove; J. S. Jackson, 
Denham Springs; T. C. Brister, 
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\lexandria, and Horace Black, Jen- 
nings. 

John C. Ritchie of the Ruston 
Hardware and Furniture Co., Rus- 
ton. La., impressed upon the dele- 
gates the importance of “trying new 
things” for “Hardware Business 
Building.” Mr. Ritchie said that 
his sponsorship of an annual farm- 
ers’ picnic had more than paid for 
itself in business dividends. Farm- 
ers from throughout North Louisi- 
ana attend the picnics, at which free 
and sandwiches are 
provided, and, according to Mr. 
Ritchie, most of them come back as 


refreshments 


customers. 

Other business-getters with which 
Mr. Ritchie reported success are the 
sponsorship of cooking schools at 
which women become, acquainted 
with the use of new hardware items, 
and the attractive arrangement of 
all merchandise displays. He said 
that merchandise displays in his 
store are shifted regularly to furnish 
an air of newness. 


Training Employees 


E. Rutan, sales agent of the Na- 
tional Cash Register Co., Shreveport, 
urged each of the dealers to take it 
upon himself to train his employees 
in good salesmanship. He recom- 
mended application of a 10 per cent 
bonus for all salesmen who exceed 
a given quota of sales, and said that 
the employers should keep a “box 


score” upon which the salesmen 
could watch their “batting aver- 
ages.” 


S. J. Williams, district collection 
manager for the International Har- 


vester Co., Chicago, told the dele- 
gates that “giving credit is just like 
loaning money” and urged them to 
be as careful in extending credit as 
they would be in making a cash 
loan. 

Other speakers were Hobart M. 
Thomas, Indianapolis, Ind., exten- 
sion director of the National Retail 
Hardware Association: D. D. Fox, 
Dallas, Texas, manager of the Dallas 
division of the Federated Hardware 
Mutuals, and C. E. Vetter, New 
Orleans. Roy Bartlett of the Asso- 
ciation of Commerce, New Orleans, 
presided as master of ceremonies at 
the convention banquet. 

Resolutions provided: 

That a membership committee 
composed of one member from each 
of eight congressional districts be 
appointed to continue efforts to 
strengthen the association’s member- 
ship. 

That the association provide spe- 
cific evidence to back up complaint 
to proper authorities that a state 
statute prohibiting the sale of 
various and sundry items of mer- 
chandise on Sunday is being vio- 
lated. 

That the National Retail Hard- 
ware Association be invited to hold 
its 1941 congress in New Orleans. 

That the association send its best 
wishes for a speedy recovery to Past 
President Luke L. Bertrand of New 
Iberia, who was ill and unable to 
attend the convention. 

That the association subscribe to 
a clipping service in order that it 
might obtain all newly-written legis- 
lative bills and inform its members 
of bills detrimental to the hardware 
industry. 

That the association “strenuously 
oppose” House bills 852 and 876 
and Senate bill 375 of the Louisiana 
legislature and all other labor-reg- 
ulation bills detrimental to the re- 
tail hardware industry. 

That a legislative committee com- 
posed of one member from each of 
the eight congressional districts be 
appointed to work in conjunction 
with the board of directors to con- 
centrate the association’s member- 
ship strength in opposing or back- 
ing legislative bills. 
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All that’s BEST in 


STAINLESS STEEL... Imitated 


BUT NEVER EQUALLED 


@ You can stock and recommend RIXSON Builders’ 
Hardware with absolute confidence that any product bearing our 
name will please your most exacting customers . . . and bring 
business from their friends. Trained specifiers and buyers know 
from years of satisfactory experience that RIXSON-built products 
are ** ALWAYS” up to specifications. 

Since the turn of the century, RIXSON Floor Checks, Door 
Holders, Overhead Door Closers, Special Hinges, Casement 
Hardware and Transom Hardware have led the field in improved 
mechanism, precision manufacture and dependable performance. 

Furthermore, our Engineering, Designing and Service De- 
partments—backed by a modern plant famous for its rigid manu- 
facturing standards—ofter outstanding constructive assistance in 
the solution of your customers’ special problems. 


THE OSCAR C. RIXSON CO. 
4446 Carroll Ave., Chicago, Ill. 
RIXSON REPRESENTATIVES AT: 








@ All that women ask 
for in beauty, utility 
and efficiency is fully 
supplied in Carlton 
Ware. Hard, smooth 
surface, finely finished 
inside as well as out- 
side, is easy to clean—— 
stays bright always. 


Ask your jobber. NEW YORK: . . . 1I01 Park Ave. and 2034 Webster Ave. 
PHILADELPHIA: . . 211 Greenwood Ave., Wyncote, Pa. 
oa Ganeieeh. ‘ . « 1 Nassau St. 

eS ae 1001 
THE CARROLLTON SAN FRANCISCO: |)” | i16 New Montgomery St 
; LOS ANGELES: sk = =, SSantel fe A 
METAL PRODUCTS CO LONDON, ONT., CANADA: . . | | Richards-Wilcox, Ltd. 


CARROLLTON, OHIO 
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UNI-CHECK FOR SINGLE ACTING INTERIOR DOORS , 

















rw AMERICAN CHAIN DIVISION e and U CHAIN & CABLE COMPANY, 
YORK, PENNSYLVANIA Oz Business Joe Your Sapely 








Here’s a Money Making Tip. 


New Business Opportunities... Order in a supply of Hoppe’s Gun Cleaning 
Products. Get some Hoppe’s folders. Hand one 


THE TRUE TEMPER TAPER FORGED SHOVEL to every gun owner, or shooter, who comes into 

THE TRUE TEMPER DYNAMIC HAMMER your store. Just say, “here’s something that will 
improve your gun” and tl t ready t llect 

THE TRUE TEMPER TOMMY AXE ail cle aed tes din ete. WP Sew, Ee 


the plus sale and the plus profit. He'll buy. Yes 
a sir! We'll se : . 
Have set new highs...in buyer preference = ‘es 7 ae you te a 
'. plete details by return mail if 
..-in sales... because of tremendously 
improved design... utility... value. 








you'll just obey that impulse 
and drop us a post card—NOW. 


FRANK A. HOPPE, Inc. 
2314 North 8th St., Philadelphia, Pa. 


For your profit’s sake... be the first to display and promote 


TRUE TEMPER Prooucts 

















if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 100 East 42nd St... New York, N. Y. 
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Triple Lock 

“Lead Seal” NAILS 
Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 


by “bump”... Send for samples. 
4840 South 


The DENISTON Co. “s:':;2;° 





TATE Picture Hangers 






6 for Se 
E. H. TATE CO., Boston, Mass., U.S.A. 








3 10c 
Sizes Cards 
- 25¢ 
101 Boxes 
Uses or Bulk 





FASTENERS 
THEY PULL—CLINCH—HOLD 


The outstanding fastener for making, repairing 
sereens, garden furniture, frames, ete. 
Ask Your Jobber 
SUPERIOR FASTENER CORPORATION 


DENISTON. 





5224 N. Clark St. Chicago, Ill. 








New Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 


CALF WEANERS 
BEST FOR 25 YEARS 
Write for FREE Circular Méfrd. By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA, USA 








15 days- 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 
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The ““WHO MAKES IT?” issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Watertown, N. Y.: Who makes 
the Jack Master knife? 
Carl’s Auto Accessories. 

ANSWER. Imperial Knife Co.. 
Inc.. 14 Blount Street, Providence. 


eS 


pocket 


* ¥ * 


Port Washington, N. Y.: Who 
makes a swimming pool vacuum 
cleaner? Shields Bros. 

ANSWER: Everson Mfg. Co.. 
217 W. Huron St., Chicago, HI. 


* * * 


Asbury Park, N. J.: Who makes 


Minwax? Lazarow Bros. 


ANSWER: Minwax Co.. 11 W. 
12nd St.. New York. N. Y. 


Who makes 


Durand 


Montreal. Canada: 
hair picking machines? 
Hardware Ltd. 

ANSWER: Webster Mfg. Inc., 
1100 W. Davis St.. Tiffin, Ohio. 


* * * 


Fall River, Mass.: Who makes 
the Rototiller garden tractors, J. P. 
LePage Hdwe. & Implement Co. 

ANSWER: Rototiller Inc., Troy. 
NN. 3. 


* * * 


Chicago, Ull.: Please furnish ad- 
dress of the Morco Products Co. 
Sheridan Hdw. Co. 

ANSWER: 724 Ceres St.. Los 


Angeles. Calif. 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 


sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Watertown, N. Y.: Who .makes 
the Gee’s minnow trap? Carl E. 
Moseson. 

ANSWER: Cuba Specialty Mfg. 
Co., Houghton, N. Y. 


* * * 


Hyannis, Mass.: Who makes the 
Bristol golf clubs? —Bradford’s 
Hdwe. Store. 

ANSWER: 


Bristol, Conn. 


Horton Mfg. Co., 


* * % 


Blytheville, Ark.: Who makes the 
White Cross Coffee Maker? Shouse- 
Henry Hdwe. Co. 

ANSWER: National Stamping & 
Electric Works, 3220 W. Lake St., 
Chicago, III. 


* * * 


Redding Ridge, Conn.: Who 
makes the Plie-Rench combination 
tool? Poverty Hollow Workshop. 

ANSWER: American Plie-Rench 
Corp., 4611 N. Ravenswood Ave., 
Chicago, II. 

# * * 


Who makes the 
Haverhill 


Haverhill, Mass.: 
C.B.Q. barrel faucet? 
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Hdwe. & Plumbing Supply Co.. Inc. 


ANSWER: 
Quinlan Co., Decatur, Tl. 


Chambers-Bering- 


* * * 


Rock Island. Ill.: Who makes a 
rubber bed mattress? Rock Island 
Hdwe. Co. 

ANSWER: Goodyear Tire & Rub- 
ber Co., Akron, Ohio. 


* * * 


Lacon, Ill.: Who makes the New 


Home sewing machine? Althaus 


Bros. 


ANSWER: New Home Sewing 

Machine Co.. Rockford, Il. 
* *& * 

Black Creek. Wis.: Who makes 
the Crown dinnerware? R._ H. 
Gehrike Co. 

ANSWER: Crown Potteries Co.. 
Division & Crown Aves., Evansville. 


Ind. 


* * * 


Flint. Mich.: Please furnish the 
address of the Diamond Whip Co. 
Eric H. Johnson. 


ANSWER: 607 N. Western Ave.. 


Chicago, III. 









A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - « - ILLINOIS 




















Be sure to see 
historic Phila- 


delphia — stay 


at the Bellevue 
—one of the 
few world fa- 
mous hotels in 
America. The 
Bellevue IS 
Philadelphia. 


Reasonable Rates. 


ELLEVUE 
STRATFORD 


IN PHILADELPHIA 


we AIR-CONDITIONED RESTAURANTS 





CLAUDE H. BENNETT, General Manager 
EI Sa TOLLE LEED ION! SE OTE. 
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Classihied Opportumitien. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
Be GED sc cccdéccecccsccsocccocce .50 
Each additional word .............. 01 
Allow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
ere OT eee $5.00 
Each additional inch pesacae “ee 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept 
100 East 42nd St., New York City 











Positions Wanted Ill 


Positioms Wanted | 





[ Positions Wanted || 


HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


YOUNG MAN, SINGLE, 23 years of age, 





desires to start in the hardware business. Ex- 
service man--willing, ambitious, capable. Chauf- 
feur’s license. } ho to locate anywhere but 
prefer city. Addre Felix J. Schacca, 481 E. 


167 St., Bronx, N. "Y. Cay. 


MANUFACTURER'S REPRESFNTATIVE 
DESIRES RELIABLE MANUFACTURER’S 
LINE as exclusive representative for the State 
of Florida. Commission basis. Age 42, 17 years 
in this territory. Well established, assure results. 
Address Box D-997. care of Harpware AGE, 
100 FE. 42nd St., N. Y. City 


YOUNG MAN THOROUGHLY TRAINED 
IN sales and sales promotion work; well acquainted 
with and now contacting hardware jobbers in the 
South East would like a position with a first class 
manufacturer desiring real representation by a 
salesman with a successful record. References. 
Address Box E-10, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


MANUFACTURERS, HARDWARE OR 
HOUSEFURNISHING ITEMS, with established 
business who desire the services of a reliable and 
experienced salesman to take care of their busi- 
ness on the Atlantic Seaboard. Satisfactory ref- 
erences and details on request Please com- 
municate with Box D-1000. care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 





HIGH-TYPE MIDDLE AGE, EXPERI- 
ENCED buyer, salesman, favorably established 
Louisiana, Mississippi, East Texas, South Arkan- 
sas Represented national jobber twelve years 
deep south, familiar hardware jobbing lines. De- 
sires connection manufacturer or jobber’s repre- 
sentative or manager buver First-class refer- 
ences. Address—-E. A. Pascal, 4490 De Mont- 
luzin St., New Orleans, La. 


EXPERIENCED SALESMAN WITH COI 
LEGE TRAINING in Industrial Administration 
and a background of promotional sales as well 
as regular sales experience desires a full time 
position with a reliable firm. At present IT am 
employed contacting retail and jobbing hardware 
trade, industrial and mill supply houses. I am a 
married man, 32 years of age, and would con 
sider some other territory than that now covered. 
Address Box E-*6, care of Harpware Acre, 100 
E. 42nd St., N. Y. ’ City. 








WINDOW TRIMMER, EXPERIENCED 
HARDWARE SALESMAN, 24 years experience 

10 years with manufacturer, 19 years with re- 
tailer years with jobber. Geod worker; ex- 
perience in meeting people. Willing to go any- 
where. A-l references. Address Box E-37, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 


> 


MICHIGAN EMPLOYERS ATTENTION! 
YOUNG MAN, 28 years old, married, one child, 
ten years sales” experience in all departments of 
retail hardware, carpenter and studied architectural 
drawing, desires sales position with builders’ hard- 
ware manufacturer or wholesale hardware firm. 
Address Box E-24, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


THIS ADVERTISEMENT INTENDED FOR 
TOP-RANKING CONCERNS: credit executive- 
office manager available, 35, assume full charge— 
excellent background and training. Fifteen years 
n the trades of hardware, building materials ana 
metal products. Duties involved supervisory ex- 
perience in dealer and technical credits— con- 
tractual FHA & HOLC finance, construction 
liens, commercial law, public relations and branch 
credit control, also general accounting——-manage- 
ment Desire to forge ahead with a responsible 
organization. Address Box E-21, care of Harp- 
ware Ace, 100 E. 42nd St., N. Y. City 





POSITION WANTED AS TRAVELING 
SALESMAN and contact man, or Washington, 


D. C., and vicinity representative for builders” 


hardware manufacturing company. Experience— 
twenty years as manager of builders’ hardware 
department for one of the East’s largest hardware 
stores, who handled builders’ hardware contracts 
in all sections of the United States, both Gov 
ernment and private. Five years with U. S. 
Gov't Housing Agency. Have entree to majority 
of Architects and Contractors Offices from Chi- 
cago East, and know all short cuts to Govern- 
ment Offices in Washington, D. C. Address Box 
1D-993, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City 


SALES, DIVISIONAL, OR BRANCH MAN.- 
AGER capable producer with successful back 
ground as branch, district, and divisional manager. 
Thorough knowledge cof sales, organization, man- 
uwement, development of personnel, advertising 
and merchandising in wholesale, retail, commer- 
cial and jobbing fields, with volume running from 
$300,000 to $2,500,000 yearly. Age 42, married, 
me child, excellent health, Am fully competent 
to build or carry out sound sales, advertising, and 
merchandising plans which appeal to consumer-. 
dealers and salesmen, and thereby sell merchan 
dise at a profit. Would consider representing two 
or three manufacturers selling to hardware o1 
automotive inbbers in Middle or South West. Ad 
dress Box E-27, care of Harpware Ace, 100 E. 
‘2nd St., N. Y. City. 











TWENTY YEARS EXPERIENCE IN SUC- 
CESSFULLY merchandising and directing sales 
of jobber of housefurnishing, electrical and hard- 
ware items. Desirous of associating with live 
wire manufacturer as sales manager. References 
Address Box E-43, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 


EXPERIENCED SALESMAN CALLING ON 
MIDWESTERN wholesale and retail hardware 
accounts desires position with future. 32 years 
old, grand personality and willing to work. Will 
furnish excellent recommendations from any 
Midwest jobber. Location in Midwest preferred. 
Interview desired. Address Box E-44, care 
of Harpware Ace, 100 E. 42nd St., N. Y. City. 


MANUFACTU oy Ss REPRESENTATIVE 
DESIRES MAJOR LINE for St. Louis, Mo. 
and surrounding territory. Have excellent fol- 
lowing among hardware and dairy jobbers, de- 
partment stores and large retail outlets as well 
as premium accounts. Have sold this trade for 
past 15 years. Can furnish first-class refer- 
ences. Address Box E-20, care of HaArpWare 
Ace, 100 E. 42nd St., N. Y. City. 





COMPETENT HARDWARE MAN OF CON 
STRUCTIVE ability and accomplishments. Thor 
oughly experienced in effective merchandising and 
business management, capable of productive super- 
vision in all phases of general hardware activity, 
retail and wholesale, including agricultural imple 
ments, industrial machinery and supplies. Now 
located in central states but willing to go any- 
where. Strictly temperate, conscientious, reliable 
and_ responsible. Address Box E-31, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


WELL KNOWN MANUFACTURER OF 
gas appliances now has territory open for manu 
facturers’ Agents in the South, South East and 
South West to sell a line of gas floor furnaces 
to the hardware trade. No objection non-compe- 
titive lines. Liberal commission. Address Box 
E-39, care of Harpware Ace, 100 E. 42nd St., 
nm. F. Cy. 


A SALES REPRESENTATIVE WANTED 
TO cover the various states and sell a com- 
plete line of plumbing and heating specialties 
and brass goods to the plumbers and retail hard 
ware trade for a well-known concern as a side 
line or full time on a commission basis. Address 
“. E-41, care of Harpware Ace, 100 E. 42nd 

me Y. City. 


























postage for remailing. 


Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 
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(Sales Representatives Wanted | 


| Recounts Wanted LL 








WANTED: EXPERIENCED SALESMEN 
TO CALL on mill and factory trade. With fol- 
lowing preferred. Unlimited field and splendid 
opportunity for right men. Address Box E-28, 
care of Harpware Aceg, 100 E. 42nd St., N. 
City. 


HARDWARE SALESMAN TO CALL ON 
hardware and paint stores in northern New 
Jersey to sell ladders, door hangers, and tracks. 
Must own car. Drawing account against com- 
mission. State age and experience. Address Box 
E-22, care of Harpware Ace, 100 E. 42nd St., 
nm. ¥. City. 


MFGR. OF STEEL TUBULAR AND split 
rivets, copper belt rivets and burrs wants live- 
wire salesmen with following in hardware trade to 
handle line on commission basis. All territories 
open. State territory covered, firms you are 
representing at present, age, etc Address Box 
E-30, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 


SALESMEN SELLING RETAIL HARD- 
WARE TRADE wanted to sell the finest cocoa 
and tire mats as side line, also complete line of 
mats and matting. Large commissions. Must 
know credit ratings. East-South-Middle West 
territories available. Give age—references—ex- 
perience. Address—Hercules Products Company, 
626 Huron Rd., Cleveland, Ohio. 


OLD RELIABLE CORPORATION GFFERS 
WONDERFUL opportunity to sideline or full- 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small, 
light sample case. Positively world’s finest. Call 
on only best concerns. Best selling season now. 
Address—Dustmaster Corporation, Minneapolis, 
Minnesota. 


DISTRIBUTORS, JOBBERS, MANUFAC 
TURERS’ AGENTS, SALESMEN, United 
States—-Canada. Sell Patented steel plastering 
gauges to builders—contractors. Gauges are used 
to replace wood grounds. Have merit and will 
sell by competent demonstration. Then sell to 
stores, building supply houses, dealers, etc. Write 
for territory. Address Landau, 2325 18th St., 
N. W., Washington, D. C. . 











ESTABLISHED, WELL-RATED SALES 


ESTABLISHED MANUFACTURERS’ REP. | ORGANIZATION calling upon wholesale and re- 


RESENTATIVE CALLING ON hardware and 
variety jobbers, department stores and major ac- 
isconsin, Iowa, North and | position to handle additional volume lines. Manu- 


counts in Minnesota, W 


tail hardware stores, lumber yards and building 
material dealers in east central states is in 


South Dakota, will consider an additional line facturers desiring representation in this territory 


of merit. Address Box 
Ace, 100 E. 42nd St., 


.% Tit of Hanpware write Box E-29, care of Harpware Ace, 100 E. 
N. Y. City 42nd St., N. Y. City 


MANUFACTURERS’ REPRESENTATIVE 





EXPERIENCED SALESMAN WITH INDI- WITH JOBBER AND large dealer following 
ANA AND Ohio following with retail and_job- desires builders’ hardware and kindred lines on 


ber hardware and mill 


manufacturing companies, would like one or two 


business. Address Box 


commission basis. Would like to cover Metro 
politan New York, Westchester, Long Island and 


supply trade, also large 


additional lines that offer opportunity for repeat | Ke w Jersey area. Have covered the above terri- 
E-45, care of Harpware | tory for fifteen years and can assure you of 
N. Y. City. increased _ sales. Address Box E-36, care of 


Ace, 100 E. 42nd St., 


PENNSYLVANIA, ¢ 
DISTRICT OF COL 
representative, 
tional account where v 


ware jobbers and large 
oughly acquainted. References. Headquarters 


Pittsburgh. Commission. 
of Harpware Ace, 100 


and general hardware, 


manufacturers interested in increasing their vol 
ume. Prefer working commission basis but can 


arrange to pay cash fo 


factory deal can be made. Submit full particulars 


to Box E-38, care of 
42nd St., N. Y. City. 


MICHIGAN AND T 
established company sel 


only, increasing personnel and wants lines to sell 
to hardware stores or their jobbers, 


| 
NATION-WIDE DISTRIBUTOR OF TOOLS | __ FOR 


| Haroware Acer, 100 E. 42nd St., N. Y. City. 








JHIO, MICHIGAN AND 
UMBIA, manufacturers 








olume is ois. ‘Hard 
hardware stores. Thor- 


| 
+ | 
established ten years, desites oadi- | Buniners Opportunition J 
= 


FOR SALE—USED FLOOR SANDERS, re- 

Address Box E-32, care | built at factory. As low as 25%-50% of original 
E. 42nd St., N. Y. City. prices. Address Box D-974, care of Harpwarr 
100 E. 42nd St., N. Y. City. 


SALE—HARDWARE STORE. _ES- 
TABLISHED over 50 years and doing prosper- 
ous business. Owns its own store. Owners de- 
sire to retire because of age. Investment required 
approximately $50,000. Address James A. Farrell, 
1106 Williamson Bldg., Cleveland, Ohio. 


would like to hear from 


r orders booked, if satis 


Haxpware Ace, 100 E. | ““TARDWARE AND HOUSEFURNISHINGS 
STORE—North Philadelphia, Pa. Established 
1923—-clean stock, good fixtures, fine location 
Little cash down; owner retiring. Address Box 

OLEDO, OHIO. LONG | E-42, care of Harpware Ace, 100 E. 42nd St., 

ling on commission basis | N. Y. City. 





plumbers or | MERCHANDISE WANTED—I BUY FOR 


their jobbers. Production and maintenance items cash small or large lots of manufacturers’ close 
| 
| 


for factories. We also call on architects, engi- 
neers and general contractors. Headquarters De- } 
troit. Address Box D-999, care of Harpware Ace, me what you have to offer. Address Harry 


100 E. 42nd St., N. Y. 


WANTED—A MANUFACTURERS’ AGENT 
IS looking for a major 


outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
J 
City. Epstein, 815 Central St., Kansas City, Mo. 


PRIN TE D STATIONERY VALUES-—3,009 
gummed shipping labels 2% x 4’’——Name-Address- 
Business, imprinted, $2.75. 5,000 Bond Letter- 
heads, invoices or statements 8% xs 211%, $21.75. 


line, either hardware or 


house furnishings, to represent in his territory ae e 

; : me | 3,000 statements, size 4% x 5% $3.75. 5,000 
hich includes Wester vanig ; . ® on 

a acludes estern Pennsylvania, Eastern 6% white bond hucdenes, imprinted $9.75. 2,009 


Ohio and West Virginia, calling on hardware 


jobbers, chain stores, de 
retail hardware stores. 
work. Address Box 
Ace, 100 E. 42nd St., 








MANUFACTURERS’ REPRESENTATIVE 
CALLING ON Hardware jobbers and large retail 
stores in Illinois, Indiana, Minnesota, Wisconsin 
and Iowa for past sixteen years can take on 
additional line. Now representing two manufac- 
turers whose lines are now well established. Good 
contacts with builders’ hardware buyers. Can 
furnish any required references. Address Box No. 
7689-A, Harpware Ace, 1012 Otis Bldg., Chi- 
cago, Il. 








MANUFACTURERS’ 


business or personal cards $3.45. Terms: Cash 
or one-half cash, balance C.O.D. Address Qual- 
ity Print Shop, 226 W. Second St., Walsenburg, 
Colorado. 


partment stores and large 
Willing to do missionary 
35, care of Harnoware 
N.Y. City. | 


LARG E, LEADING GENERAL HARDWARE 
STORE carrying full lines and outstanding fix- 
REPRESENTATIVE, tures of old established concern. Excellent loca 


TWENTY-FIVE YEARS’ EXPERIENCE sell- | tion in City of Los Angeles, California. Estab- 


ing to automotive volume buyers only, wants popu- lished over 50 years ago. Offered for sale at 
lar price line of tools, wrenches and other hard- sacrifice. This is one of the best, most attractive 
ware items. Automotive chains and jobbers buying and modern stores on the Pacific Coast. Wide 
other items which will give you additional busi- variety of quality merchandise. Inventory about 
ness. No interference with your present selling $48.000. Fixtures. complete office equipment can 


plans. References exchanged. Address Box E-34, be had for about $36,000. Terms for experienced 


care of Harpware AGe, 


City. 


100 E. 42nd St., N. Y. and worthy buyer. Address Box E-40, care of 
| Haroware Ace, 100 E. 42nd St., N. Y. City. 





in the hardware trade. 





The Story of the 
“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is mostly widely and thoroughly read 


Year after year HARDWARE AGE has led its field 
w the volume of classified as well as display adver. 
tising published. @ Its classified columns have proven 
a valuable aid in bringing together buyer and seller. 
employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience. that HARDWARE AGE is mos 
widely and thoroughly read by live hardware men. 





HARDWARE AGE 


100 East 42nd St., New York City 








JULY 11, 1940 
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R.MURPHY’S 


A profitable line to 


te 


~~Gil Cloth Knife 


corry. 


Paper Hangers Knute 


STAY 


suane KNIVES 


Every knife guaranteed. 








Z Roofing = 





Shirt Cutters and Pattern Makers Handles end Blades 


Write for Catalo 
ROBERT MURPHY'S 


ete. 


Our 90th Anniversary Year. 


"S SONS CO., AYER, MASS. 





H ighest 


quality jar rubber 
made. Biggest seller. 
Used by experts and home 
canners for 20 years. Na- 
tionally advertised. Excel- 


lent 
doz. 


rofit. Big repeats. 10¢ a 
wo gross (24 cartons) in 


full color display container. 


GOOD LUCK 


Jar Rubbers 








REAL sales representa- 






tives advertise in the 
"Sales Accounts Wanted" 
columns of the classi- 
fied advertising section 





of HARDWARE AGE. 








Genui"® NQOMES 2? SI LENCE 


or SILENTLY - 


Ask your Jobber 


sO 


& FLOORS-CREATE QUIET 


Rubber 


FTLY - SMOOTHLY 
SAVE FURNITURE 


ence 


Glides 


of § 
Cushion 


If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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Ondex Slo Adwervtisernrn 





The Dash (—) Indieates that the Advertisement Docs Net Appear ia This issue 


A 
Acme Shear Co. ...... 
Acme Steel Company 
Aladdin Industries, Ine. 
Albany Sales Co., Ine. 
Ae ee, Ge. sce s0% 
All-in-One Cement Co.. as 
Miter Co., Tie TAR... caccs 


American Cabinet Hdwe. Corp. 
American Chain & Cable Co., Ine. 


American Chain Div.......... 
American Fork & Hoe Co,, The 
American Mfg. Co. ...... $0 
American Shearer Mfg. Co.... 
American Steel & Wire Co..... 
American Thermos Bottle Co.. 
American Turpentine Farmers 
Assoc., Cooperative ........ 
American Window Glass Co... 


American Wire Fabrics Corp. . 


Ames Baldwin, Wyoming Co.... 
Animal Trap Co, of America. 

Benn TR G6 6.06 66.04 v0:00 

Archer-Daniels-Midland Co. e 
Armstrong-Bray & Co..........- 
Armstrong Bros. Tool Co...... 
BEC COP ccccccsssieccecses 


Associated Mfrs., Inc...... 
Atkins & Co., E. C. ... ‘ 
Automatic Products Co... 
Autoyre Co, «s 


Babcock Co., W. W. ..ccoce. 
Baker MeMillen Co. 


Ballonoff Metal Products Co. 


tarr Rubber Prods. Co. aes 
UE ere 
en GMs BEE pccscacesas 
Me CRs 60s e006 Cones cow 
Behr Manning Corp Kee 
Bellevue-Stratford Hotel 
Bernz Co., Ine  se6iede-+ 
Bethlehem Steel Co. .......... 
ee ME, GM os hrc eesces oe 
Bissell Carpet Swee per Co...... 
Blaisdell Pencil Co. ........ P 
Bommer Spring Hinge Co...... 
toss Mfg. Co. .. 5 
Boston Woven Hose & Rubber 
Co ene Pee 
ovle Co A. S. (Black Flag 


(Plastic Wood) 

tjoyle Co., A. S. (Three-in-One 
GEE Te) cccvesvuscasecseses 

Briggs & Stratton Corp. 

Brooks & Sons, M. 8. 

Brown Corp., W. R. 

brown & oe Mfg. Co... 

Ce te err rere 

Ruilders’ Hdwe. Textbooks 
tSushman Saw Div. 


Cc 


Calbar Paint & Varnish Ce 
eee ee. GO iscéccicces 
Carborundum Co., The 
Carey Co., The Philip......... 
Carnegie-Illinois Steel ‘Corp. .. 
Carrollton Metal Products Co... 
Carter Prods. Corp. 
Casein Co. of America......... 
Champion Hardware Co., The.. 
Cheney Hammer Corp., Henry.. 
Chicago Lock Co. 
Chicago Roller Skate Co..... 
Chicago Spring Hinge Co... 
Chicago Wheel & Mfg. Co...... 
Claridge Hotel 
Clark Mfg. Co., J. L. ahs ee 
Clayton & Lambe rt Mfg. “Go. ace 
Clemson Bros., Ime. ......¢s0% 
Cleveland Chain & Mfg. Co., The 
Cleveland Wire Spring Co., The 
Gee eee. OO ob caretcese ees 
Coburn Trolley Track Co....... 
Coleman Lamp & Stove Co 
Collins Co., The 
Colson Corp., The 
Columbia Steel Co. . 
Columbian Rope Co. ......+.e+. 
Columbian Vise & Mfg. Co..... 
Congoleum-Nairn Co 
Connecticut Valley 
Consolidated Sales Co.......... 
Continental Screen Co. 
Continental Steel Corp. 
Cook Co., H. C., The 
Crescent Tool Co. 

Cross Co. ae 

Cycle Trades of America, Inc. 
Cyclone Fence Co : 


D 
ee TO. Ge. ssoveseccdiesne 
re Ck, Be. We nvcsscces 
Dazey Churn & Mfg. Co....... 
Benes AOR. TV. ccccccecccce 
Deeee DO., TRO .ccivcvecses 
DeWitt Operated Hotels ...... 


Diamond Calk Horseshoe Co. 
Dickson Weatherproof Nail Co. 
Dietz Co., R. E. 

Disston & Sons, Inc., 


Henry.... 


| 


Ss 


' 
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Dixon Crucible Co., Joseph..... — 
Domes of Silence, Ine. 
Dovroscope Co., Ine., 
Drake Electric Works, Ine 
Draper-Maynard Co. 
uu Lont de Nemours & Co., Inc., 

i ie eneaadauae 
Durable Mat Co. 


Eagle Lock Co. ....... ce ee 
Eagle Mfg. Co. .... - 
Eagle Rule Mfg. Co. ... 
ee _ 
Edmont Mfg. Co. - 
Elastic Tip Co., 
Eleo Mfg. Co. 
Electric 


Sprayit Co. 
Embury Mfg. Co. - 
Pe BEEP OM scccccccsces * 
Estate Stove Co., 
Eswing Co., The wd 
Mveme Pre@e. OO. 2... cccccecs _— 
Everedy Co., The .. 
Evinrude Motors .... 


F 


Fairbanks-Morse & (Co....... 
Farrell-Cheek Steel Co. 
Fate, Root, 
Fletcher 


Heath Co., The.... 
Terry Co. 
Flexible Steel Lacing Co. .... - 
Florence Stove Co. 
Ford Motor Co. - 
I iso aad 66:5. d.6'08 ne: 
Frankelite Co. 
Frantz Mfg. Co. 
French & Hecht, Inc. .. 
Frick-Gallagher Mfg. Co. 
Frigidaire Div. 


Gale Products ...... 
Gardiner Metal Co, 
General Electric Co. 


Heating Devices eS eras - 

eS are ee a 

Wiring Devices ee 
Gephart Mfg. Co. nace 
Gibson Good Tools, Inc........ 
Gilbert & Bennett Mfg. Co.... 
Gillette Safety Razor Co...... 
Glass Coffee Brewer Corp...... 
Goodyear Tire & Rubber Co., Inc. 
Grakam Mfg. Co. . p.weii 
Grand Specialties 
Gray & Dudley Co. 
Greenfield Tap & Die Seats 
Greenlee Teol Co 
Griffin Mfg. Co. 


Metal Prods. Co...... s1 
Wire Cloth Co...... 

Henry L. 
ND SO a 6scceessses 
Richardson Arms 


Hamlin 
Hanover 
Hanson, 
Hanson 
Harrington & 


Harris Hardware & Mfg. Co., 
Se bis Sedna Reale eRe aie a6 
Hastings Canvas Co. ........ 
re Gi, WD 6s 00:6é.8.6.010:0 
Hazard Insulated Wire Works 
Heckethorn Mfg. & Supply Co.. - 
ROD OM, cc erecocsnsecnscne 
pean & GO, We. GC. ccccess 
Heller Bros. Co. .....+ 
Hilfiger Oo.. The ........ 
Memmen ©s., Te ccosess - 
Hoppe, Ine., Frank A. TS 
Horst Universal Sales Co. 
Hotel Benjamin Franklin 
TU I nov bce beddcces 
Hotstream Heater Co. ....... 
Hoyt & Worthen Tanning Corp. 
ee ee 
SE HOE, oc decccciccncesese 
I 
Imperial Bit & Snap Co....... 
Independent Lock Co. ......-.. 
BRBOCTO TEES. OB. 2 cccccvccsse 
Indisna Steel & Wire Co...... 
Ingersoll Steel & Disc. Div. Borg- 
TE SA vce ceenseenee 
International Harvester Co., Ine. 
International Nickel Co., Inec.... 
Irwin Auger Bit Co., The.... 


Jackson Mfg. Co. 
Jacuzzi Bros., Inc. .. 
Jennings Mfg. Co., T 
Justrite Mfg. Co. 





Katzinger Co., 
Keen Mfg. Co. 
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Ondex So Adwentinernr 





The Dash (—) Indicates that the Advertisement Does Net Appear in This Issue 


Maes Wee. Ge.; 7. Bi i.ces 
Keiser Mfg. Co. . pace 
Kennel Food Supply “Co. 

Bester Solder CeO. ..ccccceces 
Keystone Steel & Wire “Co . 
Klein & Sons, M. ....... ee 
K-R-O Company ....... ; 


L 


Lamson & Sessions Co. ..... 
Landers, Frary & Clark....... 
Lead Industries Assoc. ....... 
Libbey-Owens-Ford Glass Co.. 
Lincoln-Schlueter Floor Machin 
a erin ree eae 
Lockwood Hdwe. Mfg. Co...... 
Lowe Brothers Company, The. . 
Lufkin Rule Co., The ......... 


M 


McCormick Sales Co., Ind. 
McGill Metal Prods. Co. 
McKinney Mfg. Co. ...... 
Macklanburg-Duncan Co. 
CO EE eres ee ; 
Marble Arms & Mfg. Co... 
Markwell Mfg. Co. ....... 
Marshalltown Trowel Co. 
Master Lock Co. ...... = 
Master Rule Mfg. Co., Ine 
Masters Planter Co. .......... 
Mayes Bros. Tool Mfg. Co 
OO Pere ere re 
Merchandise Mart, The 
Metal Textile Corp. ........ ; 
Miami Cabinet Div. of The 
Philip Carey Co. ........ 
Midland Co., The ‘ 
Milcor Steel Co. ..... 
Miller, Inc., Robert E 
Millers Falls Co. 
Minnesota Mining & Mfg. Co.... 
Moore Enameling & Mfg. Co., 
Pr eee err ree 
Moore Push Pin Co. ........-. 
Morse Twist Drill & Machine Co 
Mossberg & Sons, Ine., O. F 
Murphy's Sons Co., Robert... 
Murray Ohio Mfg. Co., The.... 
Myers & Bro., The F. E... 





N 


National Brass O68. ....cccces 
National Carbon Co., Ine. ..... 
National Enameling & Stamping 
COs. cds odes.o sa hae He bree s 06 a0 
National Industrial Advertisers’ 
Sr rrr re 
National Mfg. Co. -......... 
National Oil Prods. Co. 
National Pressure Cooker ‘Co. 
National Screen Co. ........ 
New Haven Clock Co., The 
Newport Industries ....... 
New York Solder Co. 
Nicholson File Co. 
Norcross & Sons, C. S. . an 
ge. ee 
North American Press, The.... 
Northwestern Steel & Wire Co.. 
Norton Door Closer Co 
Norton Lasier Co. .......cceeee 
Nu-Tone Chimes, Inc. jwcees 


oO 


Ohio Foundry & Mfg. Co.. 
Ceemite OO., TRE c.ocvccess ‘ 
Owens-Illinois Can Co. ........ 


Oxford Tool Co. 


Page Seed Co. ...... 

Paine Company, The 

Parker Co., Charles 

Patent Novelty Co. ‘ 
Peck, Stow & Wilcox Co 

Pecora Paint Co. ..... ot 
Perfection Stove Co. A Koad 
Peters Cartridge Div. ........ 
Pigro Leather Co., The . 
Pioneer Rubber Co., The 
Pittsburgh Plate Glass Co. 
Pittsburgh Steel Co. F 
Plantabbs Co. ....... ee we eee 
Plumb, Inc., Fayette R. 
Plymouth Cordage Co. .... 
Plymouth Rubber Co., Ine 
Premax Products ...... 
Pee Tee GR. <wecccee 
Progressive Mfg. Co., Ine 
Puritan Cordage Mills 


a 


Quinn Wire & Iron Works. . 


R 


Raybestos-Manhattan, Inc. .... 
oe So” Seer re 7 
Reeves Steel & Mfg. Co........ 
Remington Arms Co., Inc...... 
Republic Steel Co. .......... 
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Reynolds Wire Co. . athe meer 
Rich Ladder & Mfg. *Co., The. 
Richards-Wilcox Mfg. Co sit 
Rixson Co., Oscar C coc a 


Rochester Sash Balance  Co., ‘Inc 
Rogers Isinglass & Glue Co. no 


Ee DE OR, oases aaee 

Rotenone Prod. Co., Ine. 

Royal Electric Co., Ine. 

Baume Chemie Oo. ..c.ccsccas 

Russell, Burdsall & Ward Bolt 
3. Ae eee 

Ryerson & Son, Inc., Jos. T.... 5S 


Ss 


Samson Cordage Works ....... 
Sand’s Level & Tool Co.... 
Sandvik Saw & Tool Corp.... 
Savage Arms Comp. 2.02.06. 
Schaefer Brush Mfg. Co. ..... S81 
Schalk Chemical Co. ........ 
MOON ME, OB, occ ceccccs 
Schlueter Mfg. Co. ......... 
Schollhorn Co., The Wm. 


Sentinel Radio Corp. ......... 
Sewerage Comm., The ........ - 
Shapleigh Hardware Co. .... S4 


Shettield Bronze Powder & Sten 

PA SP area 
Shelby Cycle Co. ........ 
Shelby Spring Hinge Co. 
Sherman Mfg. Co., H. B 
Silex Ce. .. arate: acacia 
Silver Lake Co. .......... 
Simplex Mfg. Co. ..... 
at, Pree 
Skuttle Co., J. L. a 
Smith, Inc.. Landon P. 
Socony-Vacuum Oil Co 
Soilcide Lab. Co. ..... : — 
Speedway Mfg. Co. .. 
Stampit Corp. .. 
Standard Fence Co. ... 
Stamiey Teele ....6..- ‘ 
Stanley Works, The .... 7) 
Stearns & Co., E. C. ... - 
Steiner Prods. Co. ..... 
Stevens Arms Co., J Tk 
Stewart Iron Works Co., In 

BOO . sts0622 Perikacquacmtt. aren 
Superior Fastener Corp. .. . 3 
Swing-O-Way Steel Prods. Co 
Syncro Devices, Inc. ........ 


a 


Tamms Silica Cc fete ‘ _ 
ate Co., E. H. adaia-ee cee) ae 
Taylor Instrume ‘nt Companies 
Tennessee Coal, Iron & Railroad 

Co bas ene ed eww 
Testor C ement Co. wees ‘ 
bar tases & Son Co., The Henry 





sions i? Ck. ee bee 
Trico Fuse Mfg. Co. ...... — 
RIND, 55 'b 4 oun 5 56:6 0 mee ero@e 


Triplex Serew Co., The ....... -- 
Tru Test Marketing ‘& Merchan 
fo, Se 83 
Tubular Rivet & Stud Co...... - 
Turner, Day & Woolworth Han 
Ce. vanes ddehiesaonenets 


Union Fork & Hose Co., The... 
Union Hardware Co. ......... 53 
U. 8S. Steel Corp. ...... cate 
i QL ere 435 
Utica Drop Forge & Tool Corp. 
oo ee , ae as - 


Vv 


Vaughan Novelty Mfg. Co., Ine 
Victor Electric Prods., Inc...... 
Vent-A-Hood Co., The ..... 
Vita-Var Corp. ......... P 
Vichek Tool Co., The rt 7 


w 


Wagner Mfg. Co. ..... 

Wall Rope Works 

Wappat, Fred W. 

Warner Mfg. Co. at 

Warren Telechron Co. 

Warren ‘Tool Corp. 

Warwood Tool Co. ..... ; 

RA are 

Western Cartridge Co. 

Western Cataphote Corp. .. 

Western Wire Prods. Co.. 

Westfield Mfg. Co. ........ 

Westinghouse Elec tric & Mfg. 
De” Cat ptesiaceneusdecenaee 

Whiting & Davis Co. ....... 

Wickwire Brothers, -Inc. 

Wickwire Spencer Steel Co. rr - 

Winchester Repeating Arms Co.38-39 

Woodruff & Sons, Inc., F. H.... 

Wooster Brush Co. .........--. 2 

Wright Steel & Wire Co., G. F. 


Y 


Yale & Towne Mfg. Co., The... 3 
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Feature PRO-TEX PADS 


por Volume and PP .0 fits! 





Out to break last 
year’s big sales record 
are these better-than- 
ever 1940 PRO-TEX 
Pads! Every housewife 
wants them, for pro- 
tecting stoves, tables 
and other surfaces 
against heat and 














BALLONOFF 


METAL PRODUCTS CO. 


5800 Kinsman Road 


scratches—and the 
low price enables her 
to buy as many as she 
wants, 


Ask your jobber 
how to get the FREE 
Display Rack that sells 
PRO-TEX Pads on 
sight. He'll give you 
free samples, prices 
and other’ informa- 
tion, too. 





Cleveland, Ohio 








HAMLIN 


METAL PRODUCTS 


Headquarters for 
Shovels, Hoes and Rakes 


Send a Trial Order 


HAMLIN METAL PRODUCTS CO. 
AKRON, OHIO. 











Get in om this 
profitable su m- 
mer promotion. 
Write for com- 
plete catalog 
today! 


SCHAEFER BRUSH 
MFG. COMPANY 
117 W. Walker St. 
Milwaukee, Wis. 





EPR BRUSHES 
a SCHAEFER-ITS SAFER 


Dementins 


Enjoy 
SALES and PROFITS from SCHAEFER 


Silver Brite . . Rustproof 


FLUE AND FURNACE BRUSHES 


Help your customers to Fuel Sa\ings next winter! 


These durable RUSTPROOF 
Brushes make furnace cleaning 
easy! Cellar dampness cannot alfect 
them. They remain bright, clean, 
springy, resilient, rust-free through 
many seasons of use. . . Paying 
their low cost many times %ver in 
FUEL SAVINGS from cleaner fur- 


naces. 
Sparkling brilliant in Silver Brite 
RUSTPROOF Wire, Schaefer Flue 
and Furnace Brushes make an 
arresting display, offering quality 
and value that means fast svles, 
longer profits, greater customer 
satisfaction. They're made in 
sizes and types for every kind of 
heating plant. 
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NOW 
You Can KNOW Your 
BuIiLDERS’ HARDWARE 


Complete from A to IZZARD 


A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME ...A BIG 
$3.00°S WORTH FOR YOU AND YOUR MEN. 


There are about 10 ways a hardware man 

BELONGS can use HARDWARE AGE’S Builders 

in Your FILES Hardware Text Book ... You can keep it 

in your reference files for immediate, au- 

Pd thoritative information ... you can take 

it home at nights and study its Elemen- 

tary, Intermediate or Advanced Courses 

) » « » Or you can give it to that smart, 

young clerk you are training to handle 

Builders’ Hardware to study at home. 
to name three ways to use it. 


A lot of so-called Text Books say they are 
complete, but when you get them you find 
important information missing. Here is a 
Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way... e comparative Charts on 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
for Mortise Locks; Surface Door Closers and many others are worth the 
price alone. 


When the news got around that we were putting Hardware Age’s ““l'ak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume . . . 
orders began coming in steadily for this complete 





Y 
q! 
d 
7 


study. , 
You need at least one copy of this Text Book, 
maybe more. Use the coupon below and have a a oh = ene 


copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 









HARDWARE AGE | 
100 East 42nd Street, New York, N. Y. 
Gentlemen: Send me .......... . copy fies) of the BUILDERS’ HARDWARE 
TEXT BOOK at $3 per copy. C) Attached is my remittance. 

Canadian & Foreign copies $3.50. C) Send me invoice with book. | 
NAME ...... ye re Ne on Cr ee te re ee 
FIRM NAME .......... Told aces nate Re hed dekeeene bane 

ADDRESS ...... | 


a a a 
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READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
60 CHAPTERS 


Here are some of the chapters 


Mode! Stock 

Butts and Hinges 

Locks 

Window Hardware 

Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Ocor Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Comparo- 
tive Chart) 

Mortise Cylinder Locks and Latches (Comparo- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 

School House Hardware (Suggested Lists of 
Locks) 

Hotel Hardware as Lists of Locks) 
Hospital Hardware (Suggested Lists of Locks) 

Federal Specifications 

Sample Rooms 














J. HAROLD DUMBELL, 
Exec. Sec., National Contract 
Hardware Assoc., says: 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 
book to have.” 
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TRU-TEST 








with but a single purpose 


@ Whether we like it or not 
great changes have come 
into the hardware field in 
the past several decades. 
Day by day many Old Time Independent 
Dealers have fallen by the wayside — 
unable to see the handwriting on the 
wall that has pointed to a new order of 


distribution and sales practices. 


The chain stores and syndicates have 


been mainly responsible for this change. 





They have introduced new 
merchandising methods 
which must be recognized 
if the Independent Dealer 
is to keep his place in the Sun. 


And to this single purpose Tru-Test is 
developing its entire modus operandi— 
is developing a line of quality mer- 
chandise priced to meet competition— 
built for faster turnover —increased vol- 


ume and greater profits. 


A Research Laboratory 
of Hardware Merchandise and Merchandising 


@ Our work here at Tru- 
Test is progressing stead- 
ily.A personnel ofresearch 
workers, both office and 
field, are keeping us in- 
formed regarding all 
phases of retail selling 
progress. Prices in various 
sections of the country 
are being checked daily. 
Resale promotion plans 


TRU-TEST 
MARKETING 


AND 


MERCHANDISING CORP. 


MERCHANDISE MART - CHICAGO, ILL 
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in line with successful 
practice are being de- 


. Today Tru-Test Distribu- 


tors offer the Retail Hard- 


ware Dealer a service in 
both Merchandise and 
Merchandising that will 


enable him to compete 
profitably with chain and 
syndicate competition. 


For further 
information see 
your Tru-Test 

Distributor 


or write direct 
% 





7 STA BLISHED 1843 
ST. LOUIS.U.S.A. 


TRADE MARK REG. IN U.S. PAT OFFICE 


= oes tHaiecteak doined se ff 
\rea of which St. Louis is the Center 


“— MOND EDGE | IS A QUALITY PLEDGE” 


Shapleigh National Series No. 2326 HARDWARE 














